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Your customers will be read- 
ing about durable, econom- 
ical bronze screening in 





\ ero lly oll age 


f aree’s zines. Compelling ads in 
color will feature bronze 
screening, beginning in 
March. 

























ANACONDA 


from mine to consumer 


BRONZE SCREEN WIRE 
THE AMERICAN BRASS COMPANY 


General Offices: Waterbury 88, Connecticut 
Subsidiary of Anaconda Copper Mining Company 


In Canada: ANACONDA AMERICAN BRASS LTD., 
New Toronto, Ont. 


















Tins IS GOOD NEWS to home owners everywhere. 
Last spring, bronze screening once more became 
available, but the quantity was limited; there was 
not enough to satisfy the pent-up demand for this 
durable, time-tested product. 

This year bronze insect screening will be in larger 
supply. Consumer demand will continue high for 
screening that can be depended on to last. But there 
will still not be enough bronze for the millions of 
window and door screens in need of repair. 

2 ce i 
The American Brass Company does not weave insect 
wire screening, but furnishes strong, standard gage 
Anaconda Commercial Bronze Wire to leading 
manufacturers. ann 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 
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MORE THAN WINDOWS! 











ANDERSEN COMPLETE WOOD HORIZONTAL GLIDING WINDOW UNITS 


* Frame, glazed sash, 
weatherstripping, 
hardware, double 
glazing, screen. 


* Factory fitted for 
easy operation. 


® Wood parts chemi- 
cally treated to pre- 
vent decay and 
termites. 


® Leakproof, weather- 
proof Andersen 
frame design. 


The famous Andersen Window Unit with sash that glide from side to 
side—yet, when closed, are in the same plane. The Horizontal Gliding 
Window has sash that can be removed from the frame in one easy opera- 
tion. Sash move on glides that rest on tracks built into sill. Exceptional 
weather tightness achieved by special frame design, efficient weather- 
stripping, exclusive sill construction and double glazing panels. 


ESPECIALLY ADAPTED TO LARGE OPENINGS 


Available in sizes up to nearly six feet high and wide—-so it is an excellent 
choice for homes designed for a maximum of window area. Units may be 
combined in expansive WINDOWALLS or in fenestrated corners. 


FOR COMPLETE DETAILS, SIZES AND PRICES, SEE YOUR ANDERSEN JOBBER, 
OR WRITE ANDERSEN 


ANDERSEN BASEMENT WINDOW UNIT—a prefabricated, packaged unit; 
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INCREASED USE OF TREATED LUMBER may well be watched 


by the enterprising dealer who may look askance at the extra cost. 
However, as good merchandisers know, the public can readily be 
sold on the wisdom of paying a few more dollars more if that 
expenditure will create a sounder investment. 


PLANS FOR INDUSTRY-ENGINEERED HOME have been sent to 


building products manufacturers for comment and study. Copies 
of the basic plans, which have been prepared by nationally known 
architects, will be made public soon. 


CUTTING THE W-E-T BILL INTO SMALL PIECES, as Senator Rob- 


ert A. Taft has agreed to do, will not lessen its dangerous implica- 
tion to the industry. The plan behind the separate bills is still sub- 
stantially the same—subsidization of 125,000 public housing rental 
units by the Federal government in the next four years. 


ALUMINUM IS NOW SECOND RANKING METAL in terms of 


volume produced. Civilian Production Administration estimates 
1946 production of new aluminum at 836 million pounds, almost 
three times as much as the Nation produced in 1938. Trend toward 
use of aluminum for roofing, siding and other building uses is being 
‘watched by smart merchandisers of building products. 


BUILDING CRAFTS RECRUITING DRIVE to boost Chicago's labor 


supply to 15,000 workers by June is announced by the Chicago 
Building Trades Council. Scanning membership lists to bring back 
men who left the trades for other industries and attracting journey- 
men from other cities which have an oversupply of labor are part of 
the program to build up Chicago's labor supply. Effective January 
1, the hourly rate of Chicago electricians was raised from $1.97!/2 
cents per hour to $2.15—another lure. 


HERE’S A PREDICTION by H. V. Simpson, executive vice presi- 


dent, West Coast Lumbermen’s Association. Barring unforeseen 
obstacles, he says, the 147 West Coast sawmill will add a half 
billion feet to the 1946 production for a total cut of 6,500,000,000 
feet. Douglas fir output exceeded six billion foot output last year— 
enough lumber to build 300,000 homes. 


DANGER NOTE SOUNDED by Mathias Niewenhous, CPA’S 


director of forest products. If labor and management demand too 
much for their efforts, he warns, they will price lumber and other 
building products right out of the market. 


ALL-TIME -HIGH FOR RESIDENTIAL CONSTRUCTION permits 


was recorded in 1946 in the 37 states east of the Rocky Mountains 
by the F. W. Dodge Corporation. Total value of these contracts was 
$3,142,102,000 which compares with $2,788,318,000 for 1928, the 
last previous record-breaking year. However, total floor area 
last year stood fourth in comparison with previous years, reflecting 
current higher building costs. ; 


NEW GUARANTEED MARKET CONTRACTS contain no price 


ceiling on new type materials. Ceiling also lifted on houses or 
parts of houses produced by prefabers. Housing Expediter Creedon 
says contracts will be based in part on the prospect of substantial 
construction economies through factory production. 


NEW BUILDING IN THE CHICAGO REGION came within $45,- 


000,000 of reaching the great year of war plant building in 1942. 
The impressive total of $254,032,783 for last year almost doubled 
th@total for 1945. 
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ENGINEERED HOME 
Copies of basic floor plans 
will be made available soon 

ANOTHER step along the way to 
better homes at lower cost through 
the development of the industry- 
engineered house is announced by 
The Producers’ Council, Inc. 

Tentative floor plans for the in- 
dustry-engineered house, which is 
being developed cooperatively by 
the Producers’ Council and the Na- 
tional Retail Lumber Dealers Asso- 
ciation, have been sent to building 
product manufacturers for com- 
ment and study. 

“Copies of the basic plans, which 
have been prepared by nationally 
known architects to demonstrate 
the savings made possible by di- 
mensional engineering will be made 
public soon,” Andrew L. Harris, ex- 
ecutive secretary of the Producers’ 
Council announced. 

The basic plans call for one and 
two bedrooms. The three varia- 
tions of the two-bedroom house 
show a two-story dwelling and two 
L-shaped homes. The floor areas 
are within the 1,500 square-foot 
limit permitted under the veterans’ 
housing program. 

Substantial savings to the ulti- 
mate consumer are expected to re- 
sult from standardizing on low- 
cost products and from saving time 
and materials by coordinating the 
dimensions of the homes with the 
dimensions of the materials and 
equipment which go into them. Sav- 
ings in manufacture of materials 
will follow the standardization of 
materials that will bring economies 
from greater mass production and 
lower inventories at the point of 
manufacture. 


NEED PRIVATE INDUSTRY 
VFW prepares bill to provide 
multiple rental housing units 

PRIVATE industry will be asked 
to build large-scale multiple hous- 
ing units under a bill which the 
Veterans of Foreign Wars will pre- 
sent to Congress. 

Large multiple dwelling units for 
rent are the only answer to the 
veterans’ housing problem, accord- 
ing to Henry L. Warner, chairman 
of the VFW’s national housing com- 
mittee. 

Warner said the committee will 
also recommend simplification of 
building codes, regulations and zon- 
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Howard Peterson at the organ 


The 





For many Keystone dealers this new radio program is further establishing 
RED BRAND fence in the minds of their customers. It is ‘“‘paving the way” 
for greater fence sales. The program is entertaining and informative. It is 
appearing on an important list of stations. 


In addition, Keystone continues its half hour program on the WLS National 
Barn Dance, The Renfro Valley Barn Dance over WHAS, Louisville, Every- 
body’s Farm Hour over WLW. 


Red Brand fence success stories also regularly 
appear in leading farm publications. Attrac- 
tive literature and dealer helps are available. 
In the coming months and years, it will pay 
more than ever to be a Keystone Dealer. 














faramas,| KEYSTONE STEEL & WIRE CO. 
KEYSTONE peut PEORIA 7, ILLINOIS 


= RED BRAND Fence 
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NEWS «ad TRENDS 





ing ordinances to allow conversion 
of more buildings into apartments, 
An incomplete VFW housing sur- 
vey shows about 50 percent of the 
veterans are having to share hous- 
ing accommodations with others, 


LABOR 
AFL building mechanics try 
to justify wage demands 
EVEN though homes constructed 
today are selling for more than 
double the price of comparable 
houses built and sold in 1940, the 
labor cost of constructing such a 
home has increased only $400. 
That is the figure advanced by 
the Chicago and Cook County Build- 
ing Trades Council to challenge as- 
sertions that wage increases rang- 
ing from 15 to 20 cents per hour 
sought by 100,000 Chicago area 
AFL building tradesmen would 
boost the cost of building a $10,000 
home $350 to $500. 


COST INCREASE EXPLAINED 

The increased cost, predicted the 
council following a survey, would be 
under $150 in relation to present 
selling prices. Here is how the 
council arrived at its labor and 
selling price ratio: 

In 1940 the council audited the 
on-the-job labor of three six-room 
two story residential buildings. The 
builder was asked to quote on dupli- 
cating these homes today. The first 
home which sold for $7,500 in 1940 
would now sell for $16,500; the sec- 
ond which sold for $8,000 in 1940, 
would sell for $17,000; and the 
third, which brought $11,500 would 
sell now for $25,000. 

Projecting the total labor cost 
on the home built to sell for $7,500 
in 1940, when the labor bill was 
$2,119.74, the Council’s chart 
showed that the total labor cost to- 
day for a similar home (which 
could sell for $16,500) would be 
$2,538.96. This would be 28.3 per- 
cent of the selling price in 1940 
and 15.2 percent today. The Coun- 
cil contends that today’s percentage 
would rise to only approximately 
16.5, if AFL tradesmen get the in- 
crease they are seeking early this 
year. 


AUTOMATIC CONTROLS 


Buyer's market despite backlog 

of orders, expected this year 
WITH homeowners and industry 
alike seeking new means of achiev- 
ing comfort, economy and efficiency, 
the year ahead will see further ex- 
pansion on the part of the auto- 
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i @ There’s a definite place in your store LLS & 
me for farm building hardware and equip- STANCHIONS 
the ment. But for the most sales and prof- 
and its, line up with the leader. Line up with 
Louden — First Since 1867. Noted for 

the outstanding quality, consistently ad- 
om vertised, and well accepted everywhere, 
"he the complete line includes modern steel 

sli- stalls and stanchions, water bowls, feed 

rst and litter carrier systems, hay unload- 


ing tools, sliding door track, hog house 
equipment, horse stable fittings, plus 
10 a complete barn plan service. Write 

us for the name of the Louden man 
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Quality in 
the Tree 


Booth-Kelly lumber comes from 














old-growth Oregon Douglas Fir of 
superb quality. It was 50 years 
ago that Booth-Kelly felled the 








first tree—and the uniform quality 
of Booth-Kelly timber has had 
much to do with the quality repu- 











tation of this company’s lumber 





during 50 years of history-making 





operation. 
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Dimension Flooring Ceiling 
Drop Siding Finish Stepping 
Mouldings Casing Base, etc. 








We are headquarters for Trade-Marked 
and Grade-Marked Douglas Fir Lumber. 


BootlAtell 


ASLUMBER CO 
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matic controls industry, in the 
opinion of Harold W. Sweatt, presi- 
dent, Minneapolis-Honeywell Regu- 
lator Company. 

Although the industry enters the 
year with a backlog of a full year’s 
orders, a return to the buyer’s mar- 
ket is anticipated by the end of 
1947. 

“It seems apparent to the people 
closely associated with automatic 


control,” said Mr. Sweatt, “that 
the desire and demand for the 
products of the industry exist. 


Conversely, it is widely recognized 
that concentrated selling will be 
required. 

“In the first place competition 
within the industry daily is grow- 
ing in intensity. Secondly, auto- 
matic controls, which generally are 
not inexpensive because of the pre- 
cision required in their manufac- 


ture, must be sold in competition 
with automobiles, washing ma- 
chines and other consumer durable 
goods.” 


Coming Conventions 


Feb. 4-6—Michigan Retail Lumber 
Dealers Association, Grand Rap- 
ids, Pantlind hotel, exhibits. ° 

Feb. 4-6—Michigan Association of 
Traveling Lumber, Sash & Door 
Salesmen, Pantlind Hotel, Granq 
Rapids. 

Feb. 5-6—Lumber Dealers Associa- 
tion of Western Pennsylvania, 
Fort Pitt Hotel, Pittsburgh, ex- 
hibits. 

Feb. 7—Southwestern Iowa Lum- 
bermen’s Association, Chieftain 
Hotel, Council Bluffs. 

Feb. 9-11—West Virginia Lumber 
Supply Dealers Association, 
Huntington, Frederick Hotel, no 
exhibits. 

Feb. 10-11—Mountain States Lum- 
ber Dealers Association, Denver, 
Shirley-Savoy hotel, no exhibits, 
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“Well, | don’t know .. . 








can I take it home and see whether it will fit into my kitchen?” 
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Recent further easing of building 
~ a restrictions is good for your 
morale . .. and ours... 
but the net result is still 


heavier demand for 

















flooring we don't 
have. 


WHILE YOU'RE 
STILL WAITING 
Be Sure Of These Two Facts: 


1. We're exerting our 
utmost effort to catch up. 


2. We're making certain that 
Bradley quality is kept up. 


BRADLEY LUMBER COMPANY of Arhansa 


Manufacturers of Pre-Finished (Straight-Line) Flooring 
in 
Oak, Beech and Pecan. 
WARREN, ARKANSAS 
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Reorders, more than orders, make for 
permanent and profitable business. 







How significant then that users, pro- 
fessional and amateur alike. usually 


apply the same KY 1NIZE finish 


and again and 


again 
again. Perhaps that 
accounts for much of the permanence 






















in customer relations and person to per- 
son praise for the products. 


Because of it, we and our dealers have 

enjoyed generous return patronage .. . 

reorders. Yes, indeed, these fine prod- 

ucts are repeat sellers. 

For users, the LIFE of the surface: for 
dealers, the LIFE of the store. 


BOSTON VARNISH COMPANY 


Boston Chicago Los Angeles Montreal 


—— SELF - SMOOTHING 


YamMize 
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terial Dealers Association, Chi- 
cago, Sherman hotel, exhibits, 

Feb. 17-19—Western Retail Lum. 
bermens Association, Portland, 
Multnomah Hotel, exhibits. 

Feb. 18-20—Wisconsin Retail Lum- 
bermen’s Association, Milwaukee, 
Auditorium, exhibits. 


Feb. 19-20— Mississippi Retail 
Lumber Dealers Association, 
Jackson, Heidelburg hotel, exhib- 
its. 

Feb. 19-20—Forest Farmers Assgo- 
ciation Cooperative, Atlanta, Ga., 
Ansley hotel. 

Feb. 20-21—Virginia Building Ma- 
terial Association, Virginia 
Beach, Cavalier Hotel, no ex- 
hibits. 

Feb. 23-27—National Association of 
Home Builders, Chicago, Stevens 
Hotel, exhibits. 

Mar. 5-7—Intermountain Lumber 
Dealers Association, Salt Lake 
City, Utah hotel, no exhibits. 

Mar. 5-7—Iowa Retail Lumbermens 
Association, Des Moines, Coli- 
seum and Savory hotel, exhibits. 

Mar. 10-12—Lumbermen’s Associa- 
tion of Texas, Galveston, Munici- 
pal Pier, exhibits. 

Mar. 11-13 — Indiana Lumber & 
Builders Supply Association, In- 
dianapolis, Murat Temple, ex- 
hibits. 

Mar. 17-19—Ontario Retail Lumber 
Dealers Association, Toronto, 
Royal York Hotel, exhibit. 

Mar. 19-20— Louisiana Building 
Material Dealers Association, 
New Orleans, Jung hotel exhib- 
its. 

Mar. 19-20—New Jersey Lumber- 
men’s Association, Atlantic City, 
Traymore hotel, no exhibits. 

Mar. 19-22—American Society of 
Tool Engineers, Houston, Rice 
Hotel. 

Mar. 20—Northeastern Wood Util- 
ization Council, Boston, Parker 
House. 

Mar. 26-27—South Dakota Retail 


Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


No announcement received from 
the following associations: South- 
ern California Retail Lumber Asso- 
ciation; Montana Retail Lumber- 
mens Association; Arizona Retail 
& Builders Supply Association and 
Lumber and Supply Dealers Coun- 
cil, Georgia. 
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Feb. 10-12—Illinois Lumber & Ma. — 
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This Chan Re 


0. a top quality insulation—an insulation 
that lastingly satisfies your customers in every 


way—can create this profitable chain reaction. 


And thousands of lumber dealers can testify 
that Balsam-Wool multiplies their profits in 


just that way. 


You don’t have “‘sour’’ sales—customer com- 
plaints—when you handle Balsam-Wool. Con- 
densation—settling—and other ills that can 


beset insulation—never darken your door. For 


BALSAM-WOOL - 


Products of Weyerhaeuser + 





Balsam-Wool, through constant improvement, 
has kept pace with every demand that modern 
building makes upon insulation. Continuing 
research assures you that Balsam-Wool qual- 


ity will remain unmatched. 


No wonder so many dealers prefer to sell 
Balsam-Wool—the quality insulation that 
keeps the profits coming and never lets you 
down. Wood Conversion Company, Dept.120-2, 
First National Bank Bldg., St. Paul 1, Minn. 


NU-WOOD 











































e o « SIMPLIFIED INSTALLATIONS 
FOR SNUG-FITTING WINDOWS ... WITH NO BIND- 
ING ... NO RATTLE... NO WEATHER INFILTRATION 


The spring plunger of each Air- 
tite Window Stay exerts 18 pounds 
» of pressure which holds sash firmly 
) against parting beads and brings 
check rails tightly together. This 
plunger automatically adjusts for 
wood expansion permitting wind- 
ows to slide freely at all times. 


















































Air-tite Window Stays eliminate 
the need for weights, balancers, 
cords and pulleys — conserve 
materials ordinarily used for 
weight-wells — and do away with 
exterior weather stripping. 
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Reduced inventories 
and handling prob- 
lems — one size fits 
all conventional 
windows. 


























Easily installed — 
the box of 48 Stays 
is enough for six 
windows. 























Economical and effi- 
cient—home owners 
like their operation. 

























































































































Air-tite is now building dis- 
tribution through recognized 
millwork jobbing firms. Whole- 
sale stock requests will receive 
promptattention. Please write: 


WINDOW STAY COMPANY 
CHICOPEE, MASSACHUSETTS 



























































RS 
ADITORS 


To the Editors: We note your little invitation on 
page 22 of the December 2 issue offering to help us 
with any problem we may have. 

We are interested in getting information on the use 
of lift trucks in the smaller retail yards and would 
like to have any information available on this ques- 
tion. We are particularly interested in results ob- 
tained in other smaller yards in the use of this 
equipment for loading trucks, assembling orders and 
stacking. 

Anything you can do for us will be greatly appre- 
ciated.—-M. B. NELSON, Hales & Symons, Sonora, 
Calif. 











Answer on its way—The Editors. 
Need for Improvements in Home Building 

To the Editors: The writer has noted your recent 
editorials, issues of 9th and 23rd November stressing 
industry-engineered houses and lower costs that should 
result from adoption of this idea. 

The subject is of interest, and the thoughts pre- 
sented parallel that of the writer, who after thirty 
some years in the retail lumber business is of the 
opinion very little has been accomplished to eliminate 
the waste and excess costs involved in the home build- 
ing process. True there has been some refinements 
and improvements, relatively they appear to be a very 
minor step considering the ultimate possibilities. 

Probably some of the manufacturers of bulding ma- 
terials are thinking along the lines of your editorials. 
If so and they are known to you, as a small retail 
lumber dealer we would appreciate our letter being 
forwarded to them, as we feel there is a strong pos- 
sibility the home building industry may be ready for 
new procedures, and if it is the case we should like to 
chart our course accordingly. 

Any information on industry-engineering of homes 
will be appreciated. —EARL R. MERRICK, Merrick 
Lumber Company, Louisville, Ky. 

You may have heard of the rapid develop- 
ment of the industry—engineered home idea 
through the cooperation of the Producer’s 
council and the National Retail Lumber Deal- 
ers association. To keep closely informed | 
suggets you write Andrew Harris of the Pro- 
ducer’s council at Washington, D. C.—The 
Editors. 

Merchandisers Should Wake Up 

To the Editors: The AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER has arrived. It 
was due and is very timely with its enlightening post- 
war messages. From cover to cover it is new. 

The name is new and is very inducing; it is a chal- 
lenge, for it tempts one beyond resistance to get inside 
that cover and at those pages to devour the timely 
messages they bring. 

... You have given us a trade magazine to be proud 
of and if Editor Hood will but continue to hit the ball 


‘as he has already demonstrated his ability to do, fortu- 


nate indeed will be the readers’ lot. 
The news and trends pages feature many interesting 
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to look for important basic improvements 


in home construction. The benefits of steel 


door frames to the home owner are 

obvious... Permanency, Beauty and 

the Wear Resistant qualities of steel. 

Equally important are the many 

imely advantages to the builder. One piece, 


PRODUCTS 
CORPORATION 


YOM... 


Will Expect STEEL DOOR FRAMES 


The average home buyer has been educated 


all welded construction means that Aetna 
Steel Door Frames can be installed ina frac- 


tion of the time that it takes to erect mul- 


tiple unit frames. ..and at a lower cost. 

Hinges come welded to the AETNA 
FRAME, bronze strike plate is fur- 
nished and frames are prime coated 
at the factory. 


Send for this Aetna Steel Door Frame Booklet 


AETNA STEEL PRODUCTS CORPORATION 


Manufacturers of Quality Hollow Metal Doors, Trim and Elevator Enclosures 


sting 
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EXECUTIVE OFFICES: 61 Broadway, New York 6, N.Y. 








New Product—New Display — 


More Profits for you! 



































































Popular Mechanics 
Popular Science 
Mechanix Illustrated 
Science & Mechanics 
Popular Homecraft 
The Home Craftsman 


NNSUMER advertising in these books is telling 

your customers, ““CASCOPHEN is the only com- 
pletely durable, waterproof glue now available to 
homecraftsmen.”’ 


Tie in with this promotion! 
Order your supply of CASCOPHEN today. Get this 
new, free, consumer-appealing display and put it up 
on your counter. 
CASCOPHEN is available in 14-pint, pint (both 


with displays), quart, and larger sizes from your 
regular sources of supply. 


CASEIN COMPANY OF AMERICA 


DIVISION OF THE BORDEN COMPANY 


350 Madison Ave., NewYork 17,N.Y. 











LETTERS 





news items. This department cannot be passed over 
with just a nod. These columns, too, are packed with 
good news. 

The letters to the Editors are always extremely in- 
teresting. 

The editorial page delivers a powerful message to 
the magazine’s readers in every issue. The home build- 
ing pages are what are most appropriate and appre- 
ciated at this time when we are still seeking home 
building knowledge. AMERICAN LUMBERMAN & BUILp- 
ING PRODUCTS MERCHANDISER is good to the last word, 

We need our good industrial magazines right at this 
time possibly more than at any time through history 
for we have a challenge to meet. We must and we will 
meet it, and do not let any would be industrial intel- 
lectual try to convince you that no haste in arousing 
the industry to action is necessary. It is time indeed 
for decisive action. 

Many members of our industry have not yet awak- 
ened to the fact that some day we must again get 
back and down to normal. We are still sailing along 
thinking war time thoughts, spending war time profits, 
never giving thought to the fact that we will, as surely 
as the sun rises, find some morning that during the 
night a buyer’s market has drifted in on us. Have we 
entirely forgotten or are we just still neglecting this, 
the most important matter of business, our customer 
and his welfare? Have we overlooked him entirely? 
Our attitude, it seems, has been that of one having no 
need of a customer. But it will be well to be wise and 
to give serious thought to reviving the good will of 
these customers who have been neglected for the past 
few years. It will be well to remember that many cus- 
tomers may have secured for themselves one of those 
little black books and are making out blacklists, names 
of dealers with whom they do not intend to do any 
more business because of the treatment they have re- 
ceived during the shortage years. A successful build- 
ing products merchandiser positively cannot afford to 
be on such a list. 

By the same token, if every last Building Products 
Merchandiser will put himself on the treadmill and 
sweat to hold the price line for as long and as low as 
it is humanly possible to hold it, it will do more to 
revive the old confidence our customers had in us than 
anything else we can yet do.— FRANK T. PHILLIPS, 
Thompson Lumber Company, Minneapolis. 


Handling Troublesome Employees 


To the Editors: Your editorial in issue of Dec. 7, 
is timely, but I notice it is all directed to employers. 
Why don’t you make some suggestions as to how to 
handle men who do not want to work and are “feather 
bedding” continuously, and who will deliberately <e- 
stroy property. It is easy enough to tell an employer 
how he is to behave towards his employees, but what 
about the men, more than half of whom are not worthy 
of a job at present. If you can do anything about this 
it will be greatly appreciated. 

While we employ only a few men, we are just as de- 
pendent on those men as the larger employers. 

This letter is not meant for a criticism, but should 
give you an idea of what an employer is up against.— 
A. J. SINE, Sine Lumber Company, Albuquerque, 
N. M. 
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THE CONSUMER IS KING! 


When he makes up his mind to buy or not to buy 
the consumer makes or breaks industries. 


As Paul Hoffmann of Studebaker has said—“The 
unwillingness to buy soon becomes the inability to 
buy.” 


His willingness to buy is usually based on confi- 
dence—or lack of it—confidence in the merchant— 
the price—and his own outlook. 


His willingness to buy can be influenced by agres- 
sive, intelligent, appealing advertising. 


The roadway of the merchandising bridge between 
a sellers and a buyers market is advertising—if the 
roadway is broad, smooth and well lighted, consumer 
traffic can flow in volume and steadiness. 


If the advertising path is narrow, cramped and 
pitted, needless limitations will be had on both vol- 
ume and profits. 


We should cater to his majesty the consumer by 
equipping ourselves in every way to perform new and 
superior services. 


But we will fail if we neglect to constantly inform 
King Consumer as to what we can do for him. 


Yes, the consumer is king—and you, the merchant, 
are his prime minister—but don’t overlook the power 
of the queen! 


As a matter of fact, with 85 percent of the family 
expenditures controlled by the little woman, our male 
consumer is but king consort. 


Alert merchants in the light construction industry 
will cultivate the interest, confidence and patronage 
of the entire family — both men and women con- 
sumers. 


EDITOR 


Building store traffic, selling related items and 
catering to middle-class homeowners have put this 
Oklahoma retailer into big league merchandising. 

















HOWARD E. HANNA, who believes in cater- 
ing to the middle class homeowner. 


Personalized Service Pays 


OWARD E. HANNA has vision 

and a pioneering spirit. A 
quarter of a century ago he was 
a comparatively small cog in the 
retail lumber industry. Today he 
is one of the outstanding dealers 
in the United States—truly a Mas- 
ter Merchant of the Light Con- 
struction Industry. 

The Hanna corporation, Tulsa, is 
a unique retail operation. Local 
consumers call it the Lumber De- 
partment Store of Tulsa. 

All this has developed because 
Howard Hanna had a sound idea 
nearly 30 years ago—a sound idea 
and the courage to stick to it 
through tough times and good. His 
idea was to cater to the needs of 
the homeowner, the ordinary mid- 
dle-class homeowner, and offer him 
a personalized service. What the 
doctor was in the medical field 
Hanna wanted to be in the home 
owning and building field—a place 
where the average individual could 
come for consultation, advice and 
help. 

He built a business on that idea, 
and in so doing he refused to rec- 
ognize the existence of competition. 
As he well knew, many individuals 
and firms were offering parts of 
the needed services and materials. 
But they were scattered, uncoordi- 
nated. He wanted to offer complete 
service and decided it could best 
be done by ignoring competition 
altogether. 


“KRESS LUMBER YARD” 


HIS studies in animal husbandry 
at Texas A&M college had been 
educational but hadn’t taught him 
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anything about the lumber busi- 
ness. The same was true of his first 
post-college job in the banking 
business. Deciding he needed prac- 
tical experience, Mr. Hanna worked 
all one summer without pay for a 
lumber mill. After that he sold 
lumber on the road for his uncle 
who was instrumental in getting 
him to learn the business; still 
later he ran a retail yard in Dallas. 

Ready for the big move in 1918, 
he went to Tulsa and founded the 











MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be a source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fea- 
tured in the series, but a sufficiently large numb 
them meet the exacting requirements so that it will take 
many months to cover them all. 





Hanna corporation with an original 
investment of $20,000. 

The first big milestone in the 
history of the business came in 
1924 when Mr. Hanna moved his 
yard from a remote part of town 
and built a two-story brick build- 
ing on one of the main thorough- 
fares. At the same time he added 
many lines of related materials and 
put in some counter merchandise. 

In those days such a move was 
considered radical. Thinking of a 
chain of five and dime variety 
stores, other lumber dealers called 
his place the “Kress lumber yard.” 


Mr. Hanna remembered his original 
idea and went ahead undisturbed. 

In the depression year of 1933 he 
started the Tulsa Used Lumber & 
Wrecking company as an affiliated 
concern. It enabled him to offer 
used materials at prices within the 
reach of depression purses and saw 
the company through the slump 
years. It has since grown to a 
large business. 

When his two-story brick build- 
ing burned in 1939, Hanna remod- 
eled the used lumber yard to in- 
clude the new materials business. 
A second remodeling to modernize 
the place has just been completed. 


SELLING STRATEGY 


ALTHOUGH his plans are al- 
ways flexible and will once again 
include outside salesmen when con- 
ditions demand it, Hanna is now 
centering all sales effort in the 
store. It’s a busy place, open from 
8 a.m. until 6 p.m. six days a week. 
There are 14 salesmen on the floor 
week days, 18 on Saturdays. 

Current selling strategy involves 
three steps: 1. have a wide variety 
of counter merchandise to attract 
customer traffic into the store; 
2. sell every customer something 
in addition to what he came in to 
buy, and 3. offer a personalized 
service. 

To achieve these three steps the 
business is broken into the follow- 
ing departments: 

Plumbing 

Paint, wallpaper and linoleum 

Hardware (both builders’ and 
general) 
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Roofing and insulation 
Carpenter shop 
Lumber 

Sash and doors 

Glass 

Electrical fixtures and accessories 
Housewares 

Odds and ends lumber 
Fix-it-service 

This departmental breakdown 
gives some idea of the wide variety 
of products and services which are 
offered to consumers. 


PERSONALIZED SERVICE 

ANY customer may bring his 
sash to the Hanna corporation, buy 
glass and have it glazed free of 
charge. In many other ways the 
concern personalizes its service to 
the average homeowner in the com- 
munity. 

One of the best examples is the 
odds and ends lumber department 
which sells short lengths of all 
kinds and cuts them to the cus- 
tomer’s specifications. This is set 
up for help-yourself service. The 
customer can drive in, select what 
he wants from the specially-de- 
signed bins, have it cut while he 
waits, load it in his car and drive 
away. There is a small extra charge 
whenever band saw work is re- 
quired. 

So active is this department that 
it requires a manager and three 
men to operate it. Heavy business 
on Saturdays usually makes it 
necessary to put an additional two 
or three men in the department so 
that customers can be served with- 
out delay and traffic can be kept 
moving. 


THIS view of the store 
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@ REPAIRS HARDWOODS ARCHITECTURAL AND 

nxt For the Home Craftsman acne ain 

@ REDECORATE Odds and Ends and Short YOUR IDEAS INCORPORATED 
HARD WOODS : 

@ NO DOWN PAYMENT PANELS 71 QUILDING SERVICE 


Complete Hardwood Stocks 
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FHA LOANS 








PHONE 4-1161 TULSA, OKLAHOMA 
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BLOTTERS such as this show prospective customers the variety of products and services offered. 


FIX-IT SERVICE 


WHEN they see the Handy Andy 
truck roll by, Tulsa homeowners 
know that Hanna’s Fix-it service is 
off to another job. This fix-it busi- 
ness is the ultimate in personalized 
service and constitutes a very prof- 
itable method of selling consumer 
packages. 


This department will tackle al- 
most any job from a minor repair 
to a large-scale remodeling. It as- 
sumes all responsibility for the 
job and guarantees the materials 
and work, concentrating all respon- 
sibilities under one head. 


All the customer need do is 
’phone. The supervisor of the Fix-it 
service department will see that 
the property is looked over and an 
estimate for the job submitted. If 
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the estimate is acceptable, plans 
and specifications are drawn up and 
materials and labor are delivered to 
the site. The Hanna corporation 
serves as contractor, hiring the la- 
bor and carrying the necessary in- 
surance. 

At various times there have been 
as many as 50 men on the payroll 
of the Fix-it department. 


THE SELLING STAFF 


“A SALESMAN is not function- 
ing unless he sells the customer 
something in addition to what he 
came in to buy,” says Mr. Hanna. 
“Selling related items properly 
builds business and renders a real 
service to the customer.” 

For his salesmen he lays down 
three iron-clad rules: 

1. Become acquainted with all 


shows the large corner sign and the broad expanse of display windows. 





























of our merchandise. 

2. Remember faces and names of 
customers. 

3. Speak to customers when they 
come in. 

Hanna likes to find high-type 
young men with real potentialities. 
He wants to start them at the 
bottom and work them up to the 
top for future executives and di- 
rectors. 

His employees hold a regular 
weekly meeting. Usually they are 
addressed by some authority from 
the industry, but sometimes the 
salesmen themselves conduct the 
meeting. In those cases the pro- 
gram consists of demonstrations 
and an exchange of selling ideas, 





















































CALL HANNA'S 
HANDY ANDY 


ROOFING 
REPAIRS 


WALL PAPERING 
PAINTING 
INSULATION 
TERMITE TREATMENT 
BUILDING EXTRA ROOM 


FHA LOANS 


# on Home Improvements and 
i ~—_ Repairs. Free estimates. 
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: Handy Andy can help you 
# with suggestions and ideas 
= for home improvements. 
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| HANNA LUMBER CO. . 
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HANNA LUMBER COMPANY 
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DEPENDABLE BUILOING SERVICE 
82% Stamps Tal, 47161 Freee Estimates 











CARD, above, with check chart suggests some of the repairs which the company can help with. 


information and know-how. 

Although this method has been 
quite effective, Hanna reveals his 
progressive spirit by constantly 
searching for new angles in train- 
ing. 

A salesmen’s compensation plan 
which furnishes incentive for extra 
effort is used. Each salesman draws 
a regular salary and is expected to 
sell a certain amount to justify that 
salary. For all sales in excess of 
his quota he receives an over-riding 
commission. 

There are bonuses at Christmas- 
time. There is another bonus each 
year for the man who closes the 
most sales regardless of how small 
they are. Hanna likes large sales 


Left is a typical one-column ad. 





but thinks it even more important 
that a large number of customers 
are being served. 

There is another over-riding 
commission for the men who push 
sales of specialty lines. 

Mr. Hanna recently bought a 
piece of land at the edge of town 
and announced his intention to play 
with orchards and chickens. Those 
who knew him, however, doubt 
that the pleasures of suburban life 
will ever compete seriously with 
business for his attention. He’s had 
fun, these past 30 years, developing 
his idea into a large merchandising 
concern, In the future he will prob- 
ably continue to say, ““My business 
is my hobby.” 


AROUND the conference table are Carl Gordon, manager of hardware department; H. E. 
Hanna; H. M. Hanna, vice president; W. C. Smith, manager of lumber department. 




















February 1, 1947, AMERICAN LUMBERMAN © 




































vith, 


ant 
lers 


‘ing 
ush 


; = 
ywn 
lay 
lose 
ubt 
life 
vith 
had 
ing 
sing 
rob- 


1e8s 


y. & 








Wood, “/oo-- 


Needs Protection from the Elements 


After being carefully precut and fitted at the factory, wood is 
many times left to the mercy of the rain and sun and becomes so 
warped that it has to be recut causing unnecessary loss of strength. 


By ALAN D. FREAS* 
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LUMBER should be given at least as good protection on the building site as brick and other 
materials. 


W OOD AWAITING placement 
in a structure generally re- 
ceives less protection from the ele- 
ments than do other structural ma- 
terials. It is difficult to understand 
why wood, which is susceptible to 
damage from exposure to elements, 
should receive no protection while 
materials which are not adversely 
affected by exposure to the ele- 
ments are often well protected at_ 
considerable expense. Any number 
of materials—tile, brick or sewer 
pipe may be well piled, perhaps on 


a platform and carefully covered to 


protect them. At the same time, 
lumber and structural timbers are 
dumped on the ground, frequently 


*Engineer, Forest Products Labora- 
tory, Forest Service, U. S. Department 
of Agriculture. 
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with little care and with no protec- 
tion of any kind. 

The accompanying photographs 
are typical of the differences in 
protection and care given wood and 
other materials. Piles of building 
tile are covered with tarpaulins, 
while the structural timbers for the 


roof trusses are stored unprotected'** 
from the alternate wetting and’ © 


drying in rain and sun. True, the 
protection of the tile was for a 
reason—to protect the paper car- 
tons in which it came so that it 
could be more easily handled and 
with less danger of chipping and 
breaking—but why was not at least 
as much thought given to the pro- 
tection of the valuable, and in these 
days scarce, timber parts? 

The structural timbers shown in 
the photographs had been shop 
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fabricated for erection, even to 
the cutting of the grooves for con- 
nectors. But it was permitted to lie 
in the rain, collecting water in the 
ring grooves and in depressions 
caused by bonding of the members. 
Here are some of the bad effects of 
such treatment: 1. an increase in 
moisture content of curved lamin- 
ated upper chords will tend to cause 
them to straighten, making the 
truss more difficult to assemble and 
reducing any camber which may 
have been built into it. 2. Collection 
of water in the ring grooves will 
cause the wood around the grooves 
to swell, perhaps to such an extent 
that the ring will not fit properly 
into the groove. Perhaps a work- 
man trying to assemble the joint 
becomes exasperated and chisels 
out the core—and with it some of 
the joint strength. Or perhaps he 
has the necessary equipment, and 
recuts the groove. Then, especially 
if the truss goes into a heated 
building, the moisture content of 
the wood will be reduced, it will 
shrink, the groove will be too big 
and the joint will slip. If there are 
many such joints the truss will sag. 
3. Casein glue joints are seriously 
weakened by exposure to alternate 
wetting and drying. Fortunately, 
they do regain part of their orig- 
inal strength—but only part—when 
they dry out. But during the peri- 
od they were wet and low in 
strength they may have delamin- ' 
ated to some extent, and no amount 
of drying is going to cure that. 

Careless piling can also do a 
great amount of harm. It will re- 
sult in considerable distortion and 
thus cause misalignment and diffi- 
culties in the assembly. 

Much trouble could be eliminated 
by just a little care and protection 
of wood members stored on the site 
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CHORD members of bowstring trusses awaiting placement. Careless piling has caused deforma- 
tion of some members, especially noticeable in the lowest flat-piled piece in the foreground. The 
curved members, laminated with casein glue, have begun to delaminate near the ends. 


MATERIAL awaiting placement in a structure. Right foreground, upper and lower chords for 
bowstring trusses. Left, foreground, verticals and diagonals for the trusses. Background, build- 
ing tile. Note protection of tile and lack of protection for wood members. 
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awaiting placement. Pile the mg. 
terial off the ground on a platform 
or on timbers, and in such « man. 
ner that each piece is adequately 
supported and cannot be deformed 
by the weight of the others above 
it. Give it some protection from 
the rain so as to keep free water 
off it and space the pieces so that 
if they do get wet, there will be 
sufficient air circulation to dry 
them quickly. Where possible, pile 
the pieces so that ring grooves and 
other water catchers are not in qa 
position to hold the water for long 
periods. 

Wood has performed well even 
under the many adverse conditions 
to which it has been subjected. On 
the other hand, where trouble has 
developed it has frequently been 
caused by failure to store and pro- 
tect wood members properly after 
delivery to the site. 

There are enough building trov- 
bles at the present time without 
adding to them by thoughtless and 
careless handling of a scarce ma- 
terial, the cost of which in these 
times justifies the spending of 
some money for protection to as- 
sure that it will render the service 
it should and can. 
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Imperial Paper & Color corporation 
0 dry FULL view of the paint and wallpaper section of one store is shown in these two photos. Swinging sections display wall-size pieces of 
le, pile wallpaper, and a few decorative touches show the customer how the paper will look in her own home. Displaying wallpaper and paint 
eS and together not only creates interest in redecorating, but helps to sell the two at the same time. 
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a Stimulate Customer Interest 


in Wallpaper Buying 





Davis Wallpaper company 
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INTERIOR displays of wallpaper can vary from the very elaborate to 
the simple, but they should all include a place to show a number of 
patterns at one time; should have rolls or samples that show enough 
of the pattern to give the customer an idea of how it will look on 
the wall, and should have chairs for customers to sit and relax while 
choosing patterns and colors. Above and below are three different 
displays currently in stores which can be adapted for almost any CLEVER window displays such as this one invite passers-by to stop 
building products store. and think about the possibility of redecorating with paint and wall- 

paper. Window displays can be simple and attractive, yet show a 

variety of paper patterns and paint colors. 

Devoe-Raynolds company Inc. 





Devoe-Raynolds company Ine. 
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ARKETS ARE PEOPLE. This 
fact has almost been forgotten 
by some of the marketing experts 
who pore over maps and statistics 
high in the skyscraper offices of 


New York and Chicago. Because 
these experts frequently conduct 
their studies for nationally-dis- 
tributing manufacturers and plot 
their findings on maps, many peo- 
ple have come to think of markets 
as geographical areas. 

Nothing could be more mislead- 
ing. Geographical areas don’t buy 
and consume goods. People do. 
Markets are people, and market 
analysis is simply a process of 
counting noses—and then dividing 
the owners of those noses into 
classifications based on their needs, 
desires and buying power. 

Nothing in that process is be- 
yond the ability of the average 
retail lumber and building products 
merchant. He can analyze his local 
market successfully once he under- 
stands the basic steps involved in 
going about it. 


NEED FOR ANALYSIS 


FORMAL market analysis is not 
absolutely essential to the operation 
of a retail business, and many com- 
paratively successful dealers have 
gone for years without it. At one 
time or another, however, all mer- 
chants have consciously or uncon- 
sciously attempted to measure their 
sales potentials. No man _ ever 
started a retail business without 
having in the back of his mind an 
idea that the population in his 
chosen community comprised an ac- 
tive group of buyers—a good mar- 
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ket. Regardless of how unscientific 
his approach may have been— 
whether he depended on rule of 
thumb or intuition—he employed 
at least a rudimentary form of 
market analysis. 

The progressive retailer, how- 
ever, should conduct accurate and 
scientific analyses of his local mar- 
ket from time to time. He cannot 
afford to be content too long with 
one study because markets are con- 
stantly changing things. They ex- 
pand and contract as population 
and income fluctuates. 

Specifically, market analysis 
helps the merchant to do the fol- 
lowing things: 

—Estimate the gross potential 
sales volume available to him and 
thereby set annual quotas and plan 
long-range merchandising pro- 
grams more effectively. 

—KEstablish a scientific ruler to 
measure his firm’s progress. 

—Establish sales territories and 
compare results in those territories, 
thereby determining the effective- 
ness of his salesmen. 

—Plan promotion and advertis- 
ing intelligently. 

-——-Find new or previously over- 
looked markets. 

—Discover the reasons for the 
public’s acceptance of his products 
or their resistance to them. 

—Discover the nature of com- 
petition. 

—Uncover extra profit possibili- 
ties which may not have been sus- 
pected. j 

—Adjust his lines of merchan- 
dise and advertising, selling or 


promotion techniques to better ex- 
ploit the local market and operate 
at a higher net profit. 


LOCATING THE MARKET 


NATIONAL economic condi- 
tions, changes in income and busi- 
ness cycles will naturally have a 
profound effect on local markets 
inasmuch as they are all part of 
the national picture. A_ study of 
national economic and market 
trends will usually furnish the 
dealer a clue of impending changes 
in his local territory. 

This, however, is not the basic 
information the merchant needs to 
achieve the specific advantages 
enumerated in the foregoing list. 
He needs detailed, localized data 
about his area. 

First of all he must clearly 
define the physical limits of his 
trading area. A check of sales and 
deliveries will inform him as to the 
geographical limits of the area in 
which he is now selling. 

Perhaps his present area is Op- 
timum for the firm. On the other 
hand it might be possible to ex- 
pand it. The potential trading 
area which he can serve profitably 
depends on location of his yard, his 
ability to extend promotion and 
sales effort and delivery service in 
all directions profitably, and the 
location and ability of your com- 
petition. 

Perhaps he will want to follow 
local telephone, light, power, sas 
and water lines to determine the 
outlines of his trading area. Per- 
haps city limits and county bound- 
ary lines might be the only guide 
he needs. 

The shape and extent of his trad- 
ing area might depend on the char- 
acter of the local market and the 
types of service he is organized to 
offer. For example, whether the 
territory is predominantly rural or 
urban might be a decisive factor. 
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Your Local Market 


Markets are people, and market analysis is a process of 
counting noses and grouping the owners of those noses 
according to their needs, desires and spendable income 


The merchant should study all of 
these factors and then determine 
the physical limits of the trading 
area which he can cover most logi- 
cally and profitably. 

He should then mark the ex- 
treme boundaries of that area on 
amap and hang it on his office wall. 


NECESSARY INFORMATION 


THAT map on the wall defines 
his tradivg area. The people within 
that area are his market. To an- 
alyze the market he merely counts 
and studies the people, determines 
what they need and want and how 
much they can afford to spend. By 
doing this he can learn the sales 
potential in his market. Then he 
can figure out how big a bite of 
that potential he is organized to 
get and how he can best plan his 
merchandising strategy to get it. 

Here is the type of information 
which should be developed by a 
market analysis: 

1. Total population of trading 
area (classified if practicable into 
groups according to age and sex.) 


2. Number of families and how 
many members are in the average 
family. (In some areas a national- 


ity or racial classification of fam- . 


ilies would be desirable.) 


3. Total spendable income of all 
people in the area. 

4. Breakdown of the number of 
families in each income bracket. 

5. Breakdown showing percen- 
tage of urban to farm population. 

6. Number of single family resi- 
dences in area, including both farm 
and urban. 

7. Number of 
homes. 

8. Number of families renting 
homes, 

9. Number of instances where 
two (or more) families are grouped 
In a single-family home. 

10. Number of individual lots or 


owner-occupied 


homesites available in already es- 
tablished residential sections. 

11. Number of well-located and 
suitable tracts of land for the pos- 
sible development of new residen- 
tial neighborhoods. 

12. Number of obviously-needed 
repair, maintenance and modern- 
ization jobs on homes in the area. 

I3. Number of similar jobs ob- 
viously needed on farm structures. 

14. Number of commercial, in- 
dustrial and institutional establish- 
ments. Their plans for new build- 
ing, expansion or modernization. 

15. Number of savings accounts 
in local banks. Estimated holdings 
of war bonds in the area. 

16. What products consumers 
have earmarked such savings for. 
In other words, what they plan to 
buy. 

17. How many automobiles, tele- 
phones and radios in the area. 

18. Established tastes and buy- 
ing habits of the people who com- 
prise the market. Any information 
which will reveal possible trends 
or changes in such habits and 
tastes. 

HOW TO GATHER 


THIS mass of information can 
be accumulated and pieced together 
in various ways, depending upon 
the time and money available. 
Sources of information are as fol- 
lows: 

(a) personal surveys, inter- 
views or house-to-house canvasses. 

(b) city, county and state of- 
ficials and records. 

(c). local newspapers, libraries, 
banks, building and loan associa- 
tions and real estate companies. 


(d) local Chamber of Commerce. 


(e) government sources such as 
Department of Labor, Department 
of Agriculture, Bureau of Foreign 
and Domestic Commerce, Bureau 
of Internal Revenue, Federal Hous- 
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ing Administration, Census Bu- 


reau, etc. 
(f) analysis of sales records and 
rate of turnover of the various 
items sold. 


HOW TO USE IT 


AFTER compiling all the above 
data the dealer’s next step is to 
classify it and put it to advan- 
tageous use. Statistics, in and of 
themselves, are practically worth- 
less—they might be priceless when 
properly applied to his individual 
problems. 

Perhaps the most logical way to 
use the data is to compile a sep- 
arate analyis of the market for 
each department of the business. 
Be sure to read Departmentizing 
for Successful Retailing in the 
January 18 issue of AL&BPM.) 


Since all retail lumber and build- 
ing products operations vary con- 
siderably in their departmental 
structures, it is impossible to set a 
pattern here that all dealers can 
follow. Each dealer will know best 
how to fit the material to his in- 
dividual needs. 

The entire light construction 
field, however, can be broken down 
into ten major divisions at the 
point of customer contact. Stated 
in other -words that simply means 
that all of the products and serv- 
ices dispensed by building products 
merchants can be grouped into ten 
separate classifications. Each of 
these classifications represents a 
market opportunity. Regardless of 
how a dealer departmentizes his 
business each of these opportun- 
ities is potentially available to him. 

These ten major divisions have 
been given in previous articles but 
are important enough to review. 
They are: 

1. New homes—ready for occu- 
pancy and built to order. 

(Continued on Page 60) 
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Helping the customer get what he wants is 
the basis of all successful selling. In the light 
construction industry it involves a high type 
of conscientious and personalized service 


What Sewtces 
Should You Give the Customer? 


HE SELLING PROCESS is essentially a matter 
of service because it involves helping the cus- 
tomer get what he wants. The salesman who high- 
pressures prospects into signing orders isn’t rendering 
a legitimate service—and he pays for it by incurring 
ill will and losing repeat business. The salesman who 
renders a legitimate service has a host of friends and 
satisfied customers and is usually a successful man. 
Service to customers is particularly important in 
the light construction industry. In most other indus- 
tries the salesman has a completely manufactured 
product to sell to customers—something that he can, 
literally or figuratively, take off the shelf and pass on 
to the consumer as a finished item. But in the build- 
ing industry the product is usually sold first and 
manufactured later. 

Probably you can think of a number of exceptions 
to that statement (especially among the counter and 
impulse merchandise in your store) but generally 
speaking it is true. Especially is it true of the major 
items you have to sell, things like new houses, farm 
buildings, modernization and remodeling jobs. In a 
slightly modified sense it is true even of a prefabri- 
cated building because the panels and parts must be 
properly assembled and erected at the site after the 
structure is sold. 

So remember this one vital point. It is important 
enough to be repeated. As contrasted to salesmen in 
most other industries, who sell products after they 
are manufactured, you must sell products before they 
are manufactured. This means that you must give 
your customers an altogether different, and a much 
more complete, type of service than do your contem- 
Poraries in other fields. In the customer’s mind you 
will be largely responsible for the product which is 
fabricated after you have sold it to him. His satis- 
faction or dissatisfaction with the product will reflect 
credit or discredit upon you, as the case may be, and 
will either help or hinder your career. 

Your services to the customer start during the ac- 
tual selling process and do not end until he has had 
the finished product in his possession long enough to 
be convinced that it is entirely satisfactory. 

Obviously, no salesman can perform personally all 
the necessary steps between the preparation of plans 
and the finish of construction. Many of these func- 
tions will be performed by other departments of his 
company and some by outsiders. Within reason, how- 
ever, he will have to supervise such functions, check 
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on progress and make himself responsible for the cus- 
tomer’s satisfaction. 


NINE STEPS IN SERVICE 


GENERALLY speaking the services which the 
building products salesman must render his consumer 
customers are as follows: 

1. Help him fit the job to his purse. Some prospects 
want more building than they can afford and allowing 
them to over-extend will only breed later dissatisfac- 
tion. Others who can well afford everything they need 
might let conservatism decide them on a new structure 
—or a modernization job—that is totally inadequate. 
This, too, is apt to breed later dissatisfaction. So 
helping the customer fit the job to his purse can work 
two ways—up or down. 

2. Help him fit the job to his needs. Closely related 
to the first point, this is sometimes a separate prob- 
lem. The barn you sell to a farmer should be the 


‘right barn for his particular farming operation. The 


house you sell to a family should be the right home 
for them. (Obviously, the salesman would be foolish 
and might lose the sale by trying to force his ideas 
onto prospects. He should, however, be alert and will- 
ing and ready to offer sincere help and advice to those 
prospects who welcome it.) Sometimes the family 
purse won’t buy as much home as the family really 
seems to want and need, and here the salesman’s best 
move is to suggest a design which will serve tem- 
porarily and can later be expanded at a minimum of 
trouble and expense. 

8. Help him fit the job to his tastes. Proper de- 
signs, plans, materials, colors, etc. must be selected. 
If the customer has discriminating tastes and a strong 
sense of values it is wise to guide him only in the 
phases of which he lacks knowledge. But it is part 
of your service to prevent your customers from mak- 
ing foolish mistakes—from insisting upon notions, 
whims or fads which would soon become tiresome, 
which would add to the cost of the job and which 
would eventually lead to dissatisfaction—no matter 
how appealing they may be at the time. 

4. Help him arrange the proper financing plan. 
Even though you have helped the customer plan a job 
whose total cost is fitted to his purse (as covered in 
the first service step) he still has a right to expect 
the best available financing plan—and you should 


- see that the one he gets is intelligently fitted to his 


ability to handle. 
In fact every sale that totals $100 or more many 
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dealers insist on quoting the price on a monthly pay- 
ment basis. This often helps move the sale to a quick 
‘lose. 

. 5. Help him check on progress of the job. Naturally 
you will not interfere with the work of others or 
usurp the functions of other members of your firm, 
but you will maintain an attitude of cooperative su- 
pervision throughout the job. Realizing the impor- 
tance of satisfying the customer, and his intense in- 
terest in his job, you will check to see that the proper 
materials are delivered, that the work progresses 
satisfactorily, etc. 

6. Follow-up after completion. Shortly after com- 
pletion of the job the salesman should check with the 
customer to see if everything is satisfactory. Even 
a second follow-up call is an excellent idea. A cus- 
tomer who is completely satisfied in his dealings with 
you is a most valuable source of leads and prospects. 

?. Handle complaints intelligently. Any and all 
complaints should receive immediate and courteous 
attention. If it is not in your jurisdiction to handle 
complaints you should nonetheless give the customer 
your considerate attention—and then refer him to 
the proper individual. 

8. Help him understand all phases of his dealings 
with you and your company. This is worth mention- 
ing because most consumers are confused by the com- 
plexities of the industry and feel that purchasing a 
construction job is an involved undertaking. This 
step might be applied to all the other steps in your 
service to the customer. From first to last the con- 
siderate salesman will make sure that his customer 
understands what is taking place and that he is fully 
aware of his decisions and their implications. The 
salesman will not accomplish this by lecturing but 
rather by maintaining a friendly, helpful attitude 
that will encourage the customer to ask questions. 
He will answer those questions fully and will volun- 
_ other information which the customer should 

ave. 

9. Make a repeat customer and friend of the buyer. 
Remember the old saying “If the customer comes 
back you have made a sale—otherwise you have only 
taken an order.” 


COMPANY POLICY 


NATURALLY you will be required at all times to 
conform to the policies of your company. The maxi- 
mum and the minimum amount of service you can 
render to customers will be determined by those poli- 
cies, and these vary from one company to another. 
Within the policy limits of most firms, however, you 
will have considerable latitude, and a large share of 
the responsibility for rendering adequate service to 
customers will rest squarely on your shoulders. 

Meeting that responsibility properly will be one of 
the major factors in shaping your successful selling 
career, 

You have just read the nine basic steps which con- 
stitute the complete pattern of service to customers. 
Some customers will need help on all of these points. 
Others will need a comparatively small amount of at- 
tention. Some will need a lot of service on one point 
and little or none on the others. You will have to fit 
the service to the individual customer, making sure 
that you offer enough help to complete the sale and 
afford satisfaction. However, you will not want to 
spend valuable time that might be directed to other 
Prospects by fussing with trivial, superfluous and 
unnecessary services. 

Obviously a contractor will require a different type 
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of service than a prospective homeowner. A farmer 
wanting to build a silo needs different service than a 
housewife who drops into the store for a can of paint. 
The service must be adapted not only to the customer 
but to the purchase as well. 

But you should have the nine basic service steps 
firmly in mind. Use all of them when the sale de- 
mands it. Use any part of them if that is all that is 
required to close the deal and satisfy the customer. 
Your common sense and your increasing experience 
and knowledge will be your best guide. 

_A chart with this lesson shows the ten major types 
of products you have to sell and the classes of cus- 
tomers which will be your best prospects for each. 
The building products salesman will do well to think 
in terms of these ten divisions of his market. As an 
exercise you might select a typical product from each 
of the ten divisions and pick a hypothetical prospect 
for each from the customer types shown. Then list 
the detailed service steps you would employ in at- 
tempting to close and complete each of the possible 
sales. 

HANDLING COMPLAINTS 


SOME contact with dissatisfied customers is inevit- 
able no matter what your position in the yard may be, 
and this subject deserves special mention. 

If part of your responsibility is to handle complaints 
you can use the following information to excellent 
advantage. 

(Ccntinued cn Page 60) 





QUIZ FOR CONSUMER SALESMEN— 
LESSON 3 


|. Why is the selling process essentially a matter 
of service? 


2. How does the high-pressure salesman pay for 


his folly? 


3. What advantages are enjoyed by the sales- 
man who renders legitimate service to his 
customers? 


4. Why is customer service particularly impor- 
tant in the light construction industry? 


5. When should your services to the customer 
start? 


6. When do they end? 


7.: What are the nine basic steps in the complete 
range of service to customers in the light con- 
struction industry? 


8. Will all customers require all nine of those 
services? 


9. What positive quality is it sometimes possible 
to accomplish when handling complaints from 
customers? 


10. The first two steps in the formula for complaint 
handling are extremely important. What are 
they? 































RIENDS WHO want to boost 
her ego call her The Lumber 
Queen. Those who want to deflate 
it call her Longleaf Lilly. 

By whatever other name she may 
be called, Mrs. Marie Bennett, sec- 
retary of the Florida Lumber and 
Millwork association, Inc., is rec- 
ognized by her associates as much 
more than a competent secretary of 
a retail lumber dealers association. 

She is the only woman executive 
secretary of a state or regional as- 
sociation affiliated with the Nation- 
al Retai] Lumber Dealers Associa- 
tion. She has held this job for 
seven years. 

COLLEGE BESTOWS HONORS 

ON THE basis of her successful 
career in this field, Mrs. Bennett 
was chosen by her alma mater, El- 
mira (N. Y.) College as the mem- 
ber of her class who contributed 
most in her job in civilian life 
during the war years. 

Mrs. Bennett is not a Mary- 
Come-Lately in the building prod- 
ucts field. Born in Crawfordsville, 
Ind., she moved to Baltimore, Md., 
early in life. During her college 


vacations in Baltimore she worked 
in the building and repair depart- 
ment of the Sherwood Forest com- 
pany which built and maintained a 
development of summer 
near Annapolis. 

After graduation from college, 


cottages 
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Mrs. Bennett worked in the com- 
pany’s Baltimore office for a year 
before being married. She had 
charge of inventory control of 
building materials used in the 
building and repairing of summer 
cottages, assisted with payroll and 
other office work. This work, of 
necessity, helped familiarize her 
with building terms. 


NAMED SECRETARY IN 1938 

SHORTLY after moving to Flor- 
ida in 1933, Mrs. Bennett became 
secretary to the enforcement officer 
of the Retail Lumber and Building 
Material Code authority in Orlando. 
After the code expired she continued 
to work in the Florida Lumber and 
Millwork association office through- 
out the terms of three secretaries. 
Then in 1938 she was named acting 
secretary of the association when 
it was discovered that she had done 
most of the work anyway. 

Her enthusiasm and work in 
helping to reorganize and rebuild 
the association was so successful 
that she was given the title of sec- 
retary at the annual meeting in 
1939 and the following year given 
the additional duties and title of 
treasurer. 

This is what one association offi- 
cer says of her record: 

“She has proven to be most effi- 
cient and diligent. She is held in 
the highest regard as a person by 
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MRS. MARIE BENNETT, secretary of the Florida 
Lumber and Millwork Association, Inc., the 
only woman to hold such a position among 
the state and regional associations affiliated 
with the National Retail Lumber Dealers 
Association. 





She is respected for 
ability, character and 


the members. 
her loyalty, 
integrity.” 

Mrs. Bennett, the mother of two 
children, a daughter 19 and a son 
15, has her own ideas of women in 
the building products field. 

“It is my opinion,” says Mrs. 
Bennett, “that there is quite a field 
for women in the retail lumber in- 
dustry. With the trend more and 
more toward making the local lum- 
ber dealer ‘home headquarters,’ it 
is only natural for women em- 
ployees to be trained to assist and 
advise home builders, especially the 
women customers, who, after all, 
have the most to say about the 
building and remodeling of homes. 


WOMEN ARE AN ASSET 

“WOMEN are naturally more in- 
terested in the planning of a home 
and when it comes to the details 
of color schemes, arrangements of 
fixtures and furniture, a_ well- 
trained woman will prove quite an 
asset in any lumber dealer’s office. 

“In connection with any trade as- 
sociation work, there is always a 
great amount of planning, as well 
as detail work to be done, which 
women have proven their ability in 
performing. Although being an ex- 
ecutive secretary does take admin- 
istrative ability and some experi- 
ence in knowing the machinery of 
an office, I believe that any woman 











AMERICAN LUMBERMAN & 


Mrs 
ass 
for 











Florida 
c., the 
among 
filiated 
Dealers 


d for 
- and 


f two 
1 son 
en in 


Mrs. 
field 
Y mn- 
» and 
lum- 
Ss, it 
em- 
> and 
y the 
, 
. the 


nes. 


‘e in- 
nome 
tails 
ts of 
well- 
e an 
\ffice. 
e as- 
ys a 
well 
hich 
ty in 
1 @X- 
min- 
peri- 
y of 
man 


No 








the Lumber Industry 


Mrs. Marie Bennett, only woman secretary of a retail lumber 
association, tells how she likes the job and the opportunities 
for others of her sex in the retail bulding products field. 


with the proper training and the 
knowledge of how to deal with 
groups of people could be successful 
in the position of a trade associa- 
tion executive. However, it does 
take time to build up confidence in 
being able to handle the job and to 
convince the men whom you repre- 
sent that a woman can look out for 
their business interests.” 

Mrs. Bennett finds there are cer- 
tain advantages and disadvantages 
from a woman’s standpoint in car- 
rying on the work of a secretary. 


ADVANTAGES IN HER WORK 

“THE main advantage,” says Mrs. 
Bennett, “is that it is easier for a 
woman to get the members to assist 
in carrying on the work of their 
association and thereby make them 
take an active part in the organiza- 
tion which represents their indus- 
try. 

“The members naturally expect a 
man secretary to do all of the work, 
but it is a little more difficult to 
refuse a woman when she requests 
assistance from the members. An 
association is much stronger if each 
member feels he is contributing 
something toward carrying on the 
work of the association besides just 
paying his annual dues. 

“My directors have all worked on 
the various programs our associa- 
tion has started. They are very 
faithful in attending the meetings 
of the board of directors. The vari- 
ous committees are active and most 
helpful in carrying out their du- 
ties.” 

Women have a-definite advan- 
tage, believes Mrs. Bennett, when 
it comes to getting inside informa- 
tion and arranging conferences and 
Securing interviews. She has found 


this particularly true in reference 
to legislative work and in working 
with representatives of the various 
government agencies during the 
top-heavy period of restrictive 
orders. 

The disadvantages of being a 
woman secretary of a lumbermen’s 
group are easily overcome, feels 
Mrs. Bennett. The first meeting 
with a group that hertofore has 
been strictly stag may prove a lit- 
tle awkward at the start. 

“However, I find that after those 
present realize the position I hold 
and I make them realize that I am 
just another secretary and expect 
to be treated as such, I never feel 
out of place and believe that so far 
I have not prevented any group 
from conducting a meeting as usual. 
I particularly want to commend my 
fellow secretaries for the way they 
have accepted me as one of them 
and made me feel very much at 
home at all of their meetings.” 


DOMESTIC DUTIES, TOO 

BEFORE she unlocks her office in 
the Orlando Chamber of Commerce 
building in the morning, Mrs. Ben- 
nett, unlike her contemporary sec- 
retaries, has some domestic duties 
to perform. She cooks breakfast 
for her son, then drives him to 
school about 10 miles distant. Then 
she: picks up the mail at the post 
office, takes care of current corre- 
spondence and turns to the regular 
routine of the office which is inter- 
rupted many times during the day 
by visitors, telephone calls, etc. 

After completing the day’s work 
at the office, Mrs. Bennett does the 
family marketing before driving 
home to cook dinner. ‘ 

“Quite often,” adds Mrs. Ben- 
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WITH her two children, Virginia and Dick, 

Mrs. Bennett lives on a five-acre orange grove 

tract which she recently purchased outside 
Orlando. 


nett, “there is a diversion from 
this routine when out-of-town call- 
ers invite me to have dinner with 
them—another advantage of being 
a woman secretary! I would like 
to check sometimes to see how many 
times my name is on an expense ac- 
count for dinners and entertain- 
ment. Florida’s having a woman 
secretary does help the representa- 
tives with their expense accounts!” 


CALLS ON MEMBERS 


MRS. Bennett’s daily office sched- 
ule is often broken by district meet- 
ings and individual calls upon 
dealer members. She has no full- 
time assistant in the office. In the 
summer vacation her son, Richard, 
a sophomore at Orlando senior high 
school, helps mail bulletins and with 
other odd jobs about the office, 
thereby becoming familiar with the 
names of the members and some of 
their problems—perhaps too much 
so, says his mother, for him to de- 
cide to go into the lumber business. 

Mrs. Bennett recently sold her 
home in Orlando and purchased one 
about 10 miles from the city. With 
the property is a five-acre orange 
grove and a small lake, a spot to 
forget government regulations and 
dealer’s problems. 

That is the story of Florida’s 
secretary, a woman, who in the 
words of one officer of the associa- 
tion, “has resulted in the past year 
being the greatest one for the asso- 
ciation with the largest number of 
members and the strongest finan- 
cia] position in its history.” 
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FRANK M. EWING, owner of the company, 
who took over its management 11 years ago 
at the age of 20. 


HEN HE WAS 20, Frank M. 
Ewing went into partner- 
ship with his mother and started 
what has developed into one of the 
extraordinary lumber companies of 
the national capital. It is known 
as the Frank M. Ewing company 
and is located at 4511 Rhode Island 
avenue, near the eastern boundary 
of the District of Columbia. 

Mrs. Ewing sold out to her son 
and withdrew from the company 
some time ago. During the early 
years of the business she took care 
of the office routine in what Frank 
Ewing describes as a “little shack 
of an office.” The company’s equip- 
ment consisted chiefly of a type- 
writer and a second-hand truck; 
the yard force was two boys. Dur- 
ing the eleven years of its ex- 
istence, the company has developed 


From Shack to Success 
In Il Years 


With certain basic working policies developed through 


trial and error, the Frank M. Ewing company has grown 


with a combined boldness and cau- 
tion, innovation and conservatism 
that are hard to describe but that 
seem exactly right for this busi- 
ness. 

Mr. Ewing says he never had 
the time or opportunity to learn 
the lumber business by the ap- 
prentice method, although he 
thinks that is probably the right 
way to learn it. He acquired some- 
thing of the atmosphere and vocab- 
ulary of the business around his 
father’s lumber mills. But he was 
in school and didn’t take these 
things too seriously; so he had to 
learn on his own by trial and error. 


POLICIES THROUGH TRIAL AND ERROR 

SOME basic working policies 
have been developed by trial and 
error. Mr. Ewing says modestly 
they’re useful to him, but might 
not be so valuable in a business of 
a different structure. 
He’s extremely reluctant about 


from a shack on a weed patch to a successful company. 










borrowing money; has done it now 
and then but never is comfortable 
until the note is paid. In a com- 
pany that has expanded as swiftly 
as this one has, the policy of financ- 
ing growth out of profits takes 
some management. But a company 
in debt is essentially owned by the 
creditors; and they’re likely to in- 
terfere in management. 

He never takes on a new line or 
expands an old line unless he has 
much better than an even chance 
to win. No long shots in this com- 
pany. Suppose there’s a four to 
one chance for success. So far, so 
good. But there’s another test. The 
dollar profit in the event of a suc- 
cessful outcome must be as large 
as the dollar loss in the event of 
failure. Mr. Ewing wouldn’t be in- 
terested in an almost sure thing if 
there were a profit of $20,000 
matched against the remote possi- 
bility of a loss of $80,000. 





LUMBER is piled in the yard, left, ready for stacking in the sheds or for placement on a truck. The 


sign at the left of the picture is for the benefit of commuters who ride past the yard. At the right the 


lift truck is )putting a load of lumber onto one of the roll-off trucks. 
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NATURAL LINE OF EXPANSION 

WHILE this company has grown 
rapidly, it’s never expanded just to 
make itself big. Expansion has to 
be definitely along the natural line 
of the company’s own growth. 
Quite a few lumber companies have 
gotten into trouble by taking on 
projects that didn’t support and 
balance the central purpose. 

Mr. Ewing depends equally, in 
expanding his company, on finding 
young men of energy, intelligence 
and skill to do the new jobs. He’s 
a believer in the human as well as 
in the technical aspects of business 
success. Experience is fine, if it 
proves the man has intelligence and 
energy. But it’s much easier to 
add experience to intelligence and 
energy than vice-versa. 

This is essentially a lumber com- 
pany, though Mr. Ewing has done 
some building. He found the right 
man to work with and as a result 
was among the not too many build- 
ers in the capital who succeeded in 
erecting apartments and houses of 
satisfactory quality within the 
rental and price limits originally 
set for the GI program. 

The Rhode Island avenue plant 
handles normally about 100,000 feet 
of lumber a week. This distribution 
yard handles paint and builders’ 
hardware but, up to now, no ma- 
sonry supplies. 


BOUGHT LUMBER MILLS 

DURING the war when lumber 
was hard to get, Mr. Ewing bought 
two mills in Virginia, rebuilt them 
into one, fixed up kilns and began 
producing lumber. In addition he 
worked with local operators of 
portable mills. He owns some of 


FULL width of the yard is shown in these two pictures. 
draw customers, and the large, easily read signs identify the yard. 






the portables and tracts of timber. 
Some operators he financed. He 
also has an operation on the east- 
ern shore of Maryland, on the op- 
posite side of Chesapeake bay. 
When he got going on this under- 
taking, during the war, he found it 
almost impossible to get trucks, 
tractors and trailers. These were 
completely necessary; so he bought 
out a trucking company. In this 
connection he developed some en- 
gineering principles of his own. 
In the District and in several 
nearby states there are laws 
against hauling lumber on trucks 
with dumping rolls, if the load in 
transit rests on the rolls. A ratchet 
might slip and spill the load on the 
highway. Mr. Ewing set the roll 
at the back end of the truck just a 
little lower than the level of the 
floor. The front roll is also set 
below the level of the floor; so that 
the lumber in transit touches 
neither of these devices. When the 
load is to be dumped, the front 
roller rises, tilts the load until it 
rests on the rear roller, and the 
load is off in a couple of minutes. 


MECHANICAL YARD HANDLING 


MOST of the yard lumber is 
piled in unit packages, is handled 
by lift carriers and stays in the 
unit package until delivered on the 
job. The carrier picks up one of 
these units, comes up to the side 
of a dump truck, lifts the load over 
the wagon stakes and backs away. 
Mr. Ewing said this mechanical 
handling and dumping saved three- 
quarters of the cost of handling 
lumber by hand. He added that 
this was a conservative statement; 


alcng which commuters rice daily. 


that probably the saving was about 
90 percent. And this is no trifle 
in a yard that handles 100,000 feet 
a week. The yard is being built for 
this mechanical handling; long, 
parallel paved alleys. 

The Ewing company is very cus- 
tomer conscious. During the diffi- 
cult war years when consumers 
were in despair about getting 
needed stuff of special species, 
grades or patterns, Mr. Ewing re- 
peatedly and as a matter of course 
went to endless trouble to find these 
items. He made no profit out of 
many of these hard jobs, but he did 
serve his customers. 

In eleven years the company ex- 
panded from a weed patch with a 
10x12 office covered with tar paper 
to a plant that during each of sev- 
eral years came through with an- 
nual sales of more than a million 
dollars and that in at least one year 
has reached the figure of $1,500,- 
000. Apparently the company does 
it by mingled boldness and caution, 
reducing risks to the minimum, 
working out practical methods that 
fit its own needs and by finding the 
right man for the given job. 

Here in passing is a working 
policy developed by trial and error. 
This business is pretty much cen- 
tered about the accounting depart- 
ment; an office that not only 
records bills receivable’ but also 
works out the costs of doing busi- 
ness. Some lumber companies make 
a practice of training everybody in 
salesmanship. But Mr. Ewing 
wouldn’t dream of having his ac- 
counting department do anything 
except live with and know those 
accounts. 


An attractive office and ample parking space 
In the background are the tracks 
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NE OF THE heaviest conven- 

tion programs ever scheduled 

by the Middle Atlantic Lumbermens 

association was attended by 600 re- 

tailers at the Claridge hotel, At- 
lantic City, Jan. 14-16. 

The convention theme was How 
to Get the Most of the Best in 
1947. Sixteen speakers were on the 
program. One of the most prof- 
itable features of the program from 
the retailer’s standpoint was the 
round table discussions each morn- 
ing when speakers of the previous 
day faced a battery of questions 
from the audience. 


MASON KEYNOTER 

NORMAN P. Mason, president 
of the National Retail Lumber 
Dealers association, sounded the 
keynote of the session with a chal- 
lenge. He declared that 1947 is 
the year in which building prod- 
- ucts merchants, along with other 
free enterprises, must deliver. 
There must be no alibis, he warned, 
pointing out that the Administra- 
tion will be favorable and that a 
tremendous market and high pro- 
duction are ahead. 

Government restrictions, Mason 
added, are still hampering the in- 
dustry. At the same time he cau- 
tioned against permitting the pen- 
dulum swing too far in the other 
direction, asserting that industry 
must not neglect the legitimate co- 
operation that a well administered 


government should offer its citizens. 


Theme of the first day’s session 


Middle Atlantic Dealers Challenged to 
Carry Torch of Free Enterprise 


was Education on Dealer Personnel 
Problems. 

Cooperatives were attacked by 
Paul L. Courtney, regional direc- 
tor, National Tax Equality asso- 
ciation, New York, in his talk, Co- 
operatives Invade the Lumber Busi- 
ness. 

COOPERATIVES EXPANDING 

POINTING out how cooperatives 
are expanding, Courtney told the 
story of a small lumber mill at Hill 
City, S. D., purchased by the Con- 
sumers’ Cooperative association. 
This was the beginning of a pro- 
gram which, it is planned, will re- 
sult in a complete building supply 
department under cooperative own- 
ership and control—one that will 
serve 200 or more cooperative lum- 
ber yards in the nine-state area 
served by CCA. 

W. C. Bell, managing director, 
Western Retail Lumbermens asso- 
ciation, and chairman of the 
NRLDA_ educational committee 
spoke on Education With a Pur- 
pose. He said that 12 universities 
are now cooperating by offering 
30-day courses. Some of these in- 
stitutions have offered as many as 
five consecutive short courses. 
Twenty-three universities have a 
total of 1,200 students enrolled in 
four-year degree courses in light 
construction. 

Formulas for better relation be- 
tween management and labor were 
outlined by O. C. Cool, president, 
Labor Relations institute, New 
York, in his talk, Lumber Dealer 


WATSON MALONE III, president, Middle Atlantic association, left, presents the 1947 award for 
distinguished service to the retail dealers of the Nation to W. C. Bell, who originated the 
educational program for retail yard personnel. 
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in 1947 


Labor Relations and Union Con- 
tracts. Cool urged retailers to dig 
deeper and work harder toward an 
amicable solution in their labor re- 
lations in 1947. 

Other speakers on the opening 
program were Frank 8S. Glenden- 
ing, CPA and insurance counselor, 
Philadelphia, who spoke on Protect- 
ing Your Profits with Use and Oc- 
cupancy Insurance, and Wilson 
Wright, manager commercial re- 
search department, Armstrong 
Cork company, Lancaster, Pa., 
whose topic was Forecasting Your 
Market for 1947. 


HOUSES FROM PATTERNS 


THEME of the second day’s ses- 
sion was Merchandising, Selling 
and Advertising. One highlight 
was a talk by Don A. Brann, presi- 
dent, Easi-Build Pattern company, 
Pleasantville, N. Y. Patterns turned 
out by his company are sold at $2 
apiece. Brann claims that any per- 
son of average skill can build his 
own home by following the simpli- 
fied pattern. 

Brann said that 200 homes have 
already been constructed from his 
patterns whith are used instead of 
blueprints.The pattern shows the 
builder the type and dimensions of 
lumber, nails and other materials 
needed and makes the purchase of 
such materials “as easy as shopping 
for groceries.” He said the only 
outside help needed was for the in- 
stallation of plumbing, heating and 
lighting systems. 


HALEY SPEAKS 

DEALERS were urged to allot 
two percent of their sales quota for 
1947 to advertising in a talk deliv- 
ered by Jerry Haley, account execu- 
tive, Norm Advertising, Inc., New 
York. 

Meade Johnson, marketing man- 
ager, Yale & Towne Manufacturing 
company, Stamford, Conn., ex- 
plained his company’s new coopera- 
tive plan for merchandising to 
lumber retailers with particular 
emphasis on the hardware depart- 
ment. 

Randolph Evans, architect, Chap- 
man & Evans, New York, outlined 
the industry engineered homes pro- 
gram being sponsored jointly by 
dealers and manufacturers. 

“We again have to recognize the 
consumer as the real boss of our 
business and begin to listen care- 
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fully to his directives once more,” 
asserted Arthur A. Hood, editor, 
AMERICAN LUMBERMAN AND BUILD- 
ING PRODUCTS MERCHANDISER, who 
closed the Wednesday program with 
a talk entitled How to Get the Most 
of the Best Out of 1947. 


An all-Westinghouse program oc- 
cupied the final afternoon session. 
What electrical living for the fu- 
ture holds for the consumer and 
the place of the retailer in the elec- 
trical appliance picture was high- 
lighted by five Westinghouse speak- 
ers. The Westinghouse program 
closed by a Walt Disney film, The 
Dawn of Better Living. 


Two awards for distinguished 
service to the industry were made 
at the annual banquet. Watson 
Malone III, president, Middle At- 
lantic Lumbermens association, 
presented a silver plaque, the asso- 
ciation’s 1947 award for distin- 
guished service to the retail lumber 
dealers of the Nation, to William 
C. Bell. Robert A. Jones, executive 
director of the association, pre- 
sented an Oscar in the form of a 
crusading knight to Arthur A. 
Hood for 25 years, outstanding 
service and achievement in crusad- 
ing for the industry. 


Watson Malone, III, was re- 








ARTHUR A. HOOD, editor, American Lumber- 
man & Building Products Merchandiser, re- 
ceives an Osccr in the form of an armored 
knight (shown in closeup right) from Robert 
A. Jones, executive director, Middle Atlantic 
association, for his 25 years of “outstanding 
service and achievement in crusading for the 
retail lumber industry.” 


elected president. Other officers 
are: Daniel F. Shields Jr., Green- 
ville, Del., vice president; Ray E. 
Latshaw, secretary-treasurer; Rob- 
ert A. Jones, executive director; 
NRLDA dealer director, J. Ham- 
mond Geis, Baltimore, Md.; dealer 
director to U. S. Chamber of Com- 


1. DON A. BRANN has a pattern plan for consumer house building; 2. Paul L. Courtney told 

how cooperatives are invading the industry; 3. Jerry Haley asked dealers to start an intensive 

advertising campaign; 4. Meade Johnson placed emphasis on the hardware department; 5. Ran- 

dolph Evans explained plans for the industry-engineered home; 6. O. C. Cool offered formulas 
for better labor relations. 
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merce, Joseph W. Brosius, Wil- 
mington, Del. 


Directors for 1947 are: William 
J. Collins, Jr., Philadelphia, Dis- 
trict No. 1; John F. Keator Jr., 
Fort Washington, Pa., District No. 
2; Frank W. Romig, Allentown, Pa., 
District No. 3; George F. Peck, 
Scranton, Peckville & Olyphant, 
Pa., District No. 4; Cephus C. Ros- 
ser, Nanticoke, Pa., District No. 5; 
John W. Lundy, Williamsport, Pa., 
District No. 6; Henry H. Broscious, 
Sunbury, Pa., District No. 7; Frank 
S. Buechley, Pottsville, Pa., Dis- 
trict No. 8; Luther H. Schmoyer, 
Boyertown, Pa., District No. 9; 
Charles D. Hummer, Chester, Pa., 
District No. 10; Claude G. Ryan, 
Lancaster, Pa., District No. 11; 
Gable L. Arnold, Red Lion, Pa., 
District No. 12; Robert Bogar, 
Steelton, Pa., District No. 13; EF. 
A. Lakin, Hagerstown, Md., Dis- 
trict No. 14; G. Hunter Bowers, 
Frederick, Md., District No. 15; 
G. Kessler Livezey Jr., Aberdeen, 
Md., District No. 16; Samuel F. M. 
Adkins, Salisbury, Md., District 
No. 17; Weldon C. Waples, Newark, 
Del., District No. 18; Hugh M. 
Peter, Pleasantville, N. J., District 
No. 19; John Collins Jr., Moores- 
town, N. J., District No. 20. 
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Get the Yuside and Outside 
WELDWOOD story... 


_ «= Be sure to recommend the Right Type for the = 
]. Waterproof Weldwood 


.especially made to withstand ex- 
cessive dampness or actual immer- 
sion in water. Waterproof (Exterior) 
Weldwood, has achieved an outstand- 
ing reputation among leading boat 
builders. Bonded with a tough, dura- 
ble plastic, Waterproof Weldwood 
resists soaking rains without delami- 
nation. 

Remember, if the job calls for 
direct exposure to water or weather, 
suggest Waterproof Weldwood. 
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2. Water-resistant 
Weldwood 
rere r. a : : 
re. = | 26) te adaptable to practically any inte 
al bs ne 7 rior. There are beautiful and enduring 
r : Py afte = = ! hardwoods...made in convenient- 
al ii ; . , ; 
ie %; as lah #9, a . sized panels all ready to fit in place. 
if: : < : t 8 — i . . 
Jr., Ve 4 . = Bw Also included in the Weldwood line 
™ 1 eit c.f a are fir plywoods for many construc- 
ll a 8 hs : , , | tion needs...in all standard sizes and 
nt, > | . et | tt thicknesses...and Weldtex* striated 
O8- VE tL ees plywood. 
o iy . aid 
* ‘ 
ioe = Fy mee : . ef Ls a *Weldtex is a patented Weldwood specialty. 
us, “ . - T. M. Reg. U. S. Pat. Off. 
ank 
Jis- With Weldwood, you'll be able to meet require- At the present time, the demand for Weldwood 
ea ments for beauty as well as durability. Weldwood Plywood is far in excess of the supply. We are 
4. assures building economy plus building doing our best to apportion available 
an, speed . . . inside and out. \owelveees” quantities fairly. 
11: SSS 
; Plastic and Wood 
<= Welded for Good 
far, 
K. 
ae WELDWOOD Plywood 
1B: Weldwood Plywood and Mengel Flush Doors are products of 
it UNITED STATES PLYWOOD CORPORATION THE MENGEL COMPANY 
M. New York 18, N. Y. Louisville 1, Ky. 
‘ict 
rk. Distributing units in Baltimore, Boston, Brooklyn, Chicago, Cincinnati, Cleveland, Detroit, High Point, Los Angeles, Newark, New York, Oak- 
M land, Philadelphia, Pittsburgh, Rochester, San Francisco, Seattle. Also U.S.- Mengel Plywoods, Inc. distributing units in Atlanta, Dallas, Jackson- 
. , ville, Louisville, New Orleans, Houston, St. Louis. In Canada: United States Plywood of Canada, Limited, Toronto. Send inquiries to nearest point. 7 
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Northwestern Exhibits Are Big Drawing Card 


Thousands of dealers throng Minneapolis Auditorium to 


visit 192 exhibitors’ booths, the largest number on 


record; Ward D. Briggs elected association president. 





















































Taken just after the election of officers at the 57th annua! convention of the Northwestern Lum- 

bermens Association. Left to right: W. H. Badeaux, secretary, Minneapolis; V. E. Stocker, 

re-elected treasurer, Minneapolis; A. E. Munck, retiring president, Pierre, South Dakota, and 
Ward D. Briggs, incoming president, Fargo, North Dakota. 


TTRACTED BY the largest 
number of exhibits in the 
history of the Northwestern Lum- 
bermens association, more than 
3,000 retailers from North Dakota, 
South Dakota, Iowa and Minnesota 
gathered in Minneapolis for the 
57th annual convention, Jan. 14-16. 
It was the first year since the 
start of World War II that ex- 
hibitors were given an opportunity 
to display their wares. The pro- 
gram listed 192 exhibitors, some 
of them occupying more than one 
booth. 
PRESIDENT MUNCK SPEAKS 

TRACING the recent growth of 
the association, President A. E. 
Munck, Pierre, S. D., pointed to the 
1,591 yards listed on the association 
books in 1943 compared with paid 
membership for 1946 of 2,262 
yards. 

To accomplish these results, the 
staff has expanded from 10 to 18 
persons in that period. Speaking 
of the future, President Munck 
said: 

“A year ago work was started to 
prepare our organization to meet 
the needs of the post-war period by 
setting up a field organization to 
bring the association to the dealer 
in his own area. Districts and dis- 
trict meeting places have been set 
up in each of the four states. In 


56 


each of the 33 districts a district 
chairman will be selected by the 
dealers of that district. 

“In addition three field secre- 
taries will call on dealers in their 
places of business and help them 
in the solving of their particular 
problems.” 

BRIGGS NAMED PRESIDENT 

WARD D. Briggs, Crane-John- 
son company, Inc., Fargo, N. D., 
was elected president 

V. E. Stocker, McGregor Broth- 
ers & company, Minneapolis, was 
re-elected treasurer. Vice presidents 
elected were: Lenn Giese, Winona, 
Minn.; Glenn Holmes, Guthrie Cen- 
ter, Iowa; George Patterson, Rug- 
by, N. D.; Clem Knecht, Rapid City, 
S. D. 

The board of directors for the 
ensuing year will be as follows: 
R. V. Porter, Oskaloosa, Iowa; Al- 
fred Hall, St. Cloud, Minn.; L. B. 
Johnson, Chariton, Iowa; Harry 
Larson, Bismark, N. D.; L. G. Mor- 
ley, Morris, Minn.; Hiram G. Ross, 
Sioux Falls, S. D.; G. W. Thomp- 
son, Estherville, Iowa; John Wal- 
lace, Minneapolis, and Max Gray, 
Hibbing, Minn. 

E. G. Gavin, editor of American 
Builder, opening the speaking part 
of the convention program, pre- 
dicted that barring serious strikes 
and a railroad paralysis, this year 





will see 450,000 uncompleted houses 
finished and a start made on 450,- 
000 to 500,000 new houses. 

Final speaker on the first day’s 
program was William R. Schneider, 
who spoke’on Economic and Poli- 
tical Trends. 

Highlight of the second day’s 
program was the address by Dr. J. 
O. Christianson, director of agri- 
culture short courses, University of 
Minnesota, who spoke on Training 
Rural Builders. 


RURAL BUILDERS’ COURSE 


DR. CHRISTIANSON urged re- 
tailers who are interested in co- 
operating with the university pro- 
gram for the training of rural 
builders to communicate with him. 
The object of the course is to train 
young men with a farm background 
to become rural builders. 

Under the college program, a 
student alternates six months in 
the classroom with six months of 
actual experience in a retail lum- 
ber yard. 


CLOSE CAUSES EXCITEMENT 

THE speaker who received the 
greatest amount of publicity on the 
Wednesday afternoon program was 
Upton Close, columnist and radio 
commentator, who talked on Gov- 
ernment — the People’s Business. 

His appearance was protested by 
members of the CIO and the Am- 
erican Veterans committee, the CIO 
sending pickets to the hall. These 
groups accused Close with being a 
pro-Fascist. 

The Wednesday afternoon pro- 
gram opened with a Sherwin-Wil- 
liams company technicolor movie 
entitled Good-Bye Weeds and 
Doomsday for Pests. A feature of 
the Wednesday program was an 
evening meeting open to the public 
at which Arthur W. Binns, presi- 
dent, National Home and Property 


Owners foundation, Washington, 
D. C., spoke on Property Owner- 
ship. 


Until rental controls are thrown 
off, said Binns, the supply of rental 
housing will become less and less. 
He predicted that within 90 days 
after rent controls are lifted, sup- 
ply of rental housing will exceed 
demand by 10 percent. 
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Truck owners will operate them—drivers will 
drive them—with greater pride than ever before. 
They’re the new KB Models of Interna- 
tional Trucks—outstanding products of ad- 
vanced design, engineering and research — 
newly styled with flowing lines sharply ac- 
cented by gleaming chrome, and with 95 
features and improvements variously incor- 
porated throughout 15 basic models. 

And fully qualified to do their jobs with 
new economy, new ease of operation, 
and the rugged stamina for which 
Internationals are famous! 

They’re the finest values in more 
than 40 years of International Truck 
history. And International values 

have always been outstanding — so 

outstanding that for 16 years more 














40th 
ANNIVERSARY OF 
INTERNATIONAL TRUCKS ! 


1907-1947—Forty years of 
International Truck Service to 
Industry, Commerce and 








- NEW MODELS 
INTERNATIONAL TRUCKS 


Agriculture. 





heavy-duty Internationals have served Amer- 
ican commerce and industry than any other 
make. 

In the complete International Line there’s 
the right truck for every hauling job. And 
back of every truck is specialized International 
Service—supplied by the nation’s largest 
company-owned truck-service organization, 
International Branches—and by International 
Dealers everywhere. 

Yes, the new KB Internationals will be 
owned and driven with pride—with pride and 
profit—because these rugged trucks perform 
with unbeatable economy. 


Motor Truck Division 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue, Chicago 1, Ill. 





Tune in James Melton on “Harvest of Stars’’ every Sunday! d 
NBC Network. See newspapers for time and station. ATERNAT ONAL 


Trucks 
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Make-It-A-Point-in-February—to head your direct 
mail in the right direction, by starting now to bring 
your mailing lists up to date! Makes no difference 
how attractive your brochures are or how hard your 
sales letters sell . . . unless they reach the right pros- 
pects, they can’t pull even one cent of business in 
return. 

Misdirected mailings waste time, money, paper and 
postage. Weed out the dead wood on your prospect 
list by having the following notice printed in the lower 
left-hand corner of your envelopes: “Postmaster: If 
undeliverable for any reason, notify sender on Form 
3547 for which postage is guaranteed.” The Post 
Office will then notify you the reason for non-delivery 
on the above mentioned form which costs two cents. 


Cheap Outlay—Big Return: 
fied telephone directory as a medium for supplementary 
advertising. Space rates cost but little, so plan on a num- 
ber of insertions in various parts of the book. The more 
headings you list yourself under, the bigger your returns! 
Typical of the headings you may want to use are Building 
and Modernization Service, FHA Financing, Home Repairs, 


Don’t overlook your classi- 


Modernization Loans, Redecorating Service. 
headings are good too... 
example. 


Product 
Insulation At Low Cost, for 





Break with Care! Whenever your newspaper adver- 
tising headlines run over one line in length, be careful 
to break them for sense. Take this one, for example: 


“How to Remodel Your Kitchen 
for Just a Few Dollars a Month!” 


Though it’s set in two lines, the meaning is quickly 
and easily grasped. But note what happens when 
you try to squeeze the same headline into a smaller 
space by setting it in three lines: 


“HOW TO REMODEL YOUR 
KITCHEN FOR JUST A 
FEW DOLLARS A MONTH!” 


You may save on space, but it’s hardly worth it. For 
the moment you sacrifice readability and sense to size, 
readership goes down. 





Bright Idea Dept.: Nobody has to be a creative 
genius to develop smart promotional ideas. Most often 
they’re not new ideas at all, but smart adaptations of 
old ideas that have already proved successful in other 
fields. 

For instance, that piece of direct mail you're about 
to toss in the basket without a glance may contain a 
good copy slant you can use. Better read it and see. 
Or a casual stroll through a few super markets may 


By Norm serena ine: Inc. 
New York, N. 
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spark an idea for moving your own pick-up items 
faster. 


What’s Wrong With the Picture? Before plunging 
into any merchandising campaign make sure you 
have a clear picture of the sales obstacles you have to 
overcome. If you’re only guessing, then the chances 
are you’re probably wasting money. 

Times change, people change and markets change. 
This is especially true today. What deterred people 
from modernizing or making home repairs six months 
ago may not be the thing that’s holding them back 
right now. Until you can put your finger on concrete 
obstacles to sales, you can’t be sure your new cam- 
paign is going to ring the bell. 









Number Please! What’s your number when it comes to 
proper telephone technique? You know a lot of new pros- 
pects get their first impression of you and your yard over 
the telephone; and a lot of old customers may revise their 
impression of your yard if some unfortunate episode oc- 
curs when they call in. For these reasons it pays to spend 
a little more thought on the telephone manners of your 
employees. 

How much more friendly it is to answer, “Good morn- 
ing, Mr. Sands speaking” than to greet customers with an 
abrupt, meaningless “yes.” And how much more thought- 
ful it is to offer to phone back instead of leaving your caller 
dangling for minutes on end while you’re checking to see if 
you still have that roofing he wants. 


Suggestion Box: Lots of time, lesser employees are 
in a position to make much more valuable contribu- 
tions to the organizations they work in. When they 
don’t, it’s usually because their employers show no real 
inclination to encourage them. If your employees are 
timid about offering suggestions for improving your 
service, try setting up a Suggestion Box in a con- 
spicuous spot and inviting contributions. 

Perhaps one of your truck drivers has a pet trick 
of his own to speed unloading. Or a smart sales clerk 
overhearing the same complaint repeatedly, may hit 
on a practical solution to the problem. 





NEWS FLASH: Surveys show that the best-read 
ads are those that respect the public’s newspaper read- 
ing habits instead of trying to get fancy. Moral for 
you: Don’t experiment with trick type faces—with 
irregular line indentations—odd-shaped paragraphing 
—or long one-column ads. Stick to accepted editorial 
practices and you'll have a much better chance of in- 
creasing your advertising readership! 





’Til We Meet Again—don’t forget it’s continuity 
that counts if your advertising is to pay off. 
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‘ 95% of all 
y ( 
- .. - MAKE US BUY A SAWMILL ° 
= [We Want to Stay in Our Own Field | Home Requirements 
Be. Most people advertise to sell something . . . we’ve adver- 
ple tised to try and buy the kind of lumber our customers 
ths desperately need. 
_ Yes, we had quite a response and we did acquire 
aad some lumber . . . and we received several other 
offers as well. 
One party wanted to sell us a sawmill as a means 
of assuring us of a source of supply . . . another 
wanted to sell us standing timber as a sure 
des means of getting what we want. Both of these 
ie offers have possibilities . . . but only as ex- 
si treme measures. 
oc: We don’t want to compete with you pro- 
end ducers . . . so don’t make us buy a saw- 
our mill! Sell us a part of your output 
instead and let us continue in the line 
pies in which we have specialized for more 
Por than 40 years . . . serving the needs 
iler of some of the Midwest’s outstand- 
e if ing industries. 
Won’t you look over the list below 
and advise us how much of what 
kind you can route our way? 
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am LEADING INDUSTRIALS 
are NEED... 
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Services to the Customer 
(Continued from Page 47) 


In handling complaints remem- 
ber that you are trying to prevent 
two negative things (loss of the 
customer’s business and good will— 
and unjustified expense for the 
firm) and accomplish the positive 
quality of making your relationship 
with that customer better than 
ever before. 


It’s a neat trick and can’t be ac- 
complished every time, but every 
complaint is, in a sense, an oppor- 
tunity. You should meet it the way 
you would a sales problem. 


Here’s a skeleton outline of a 
proven formula for complaint han- 
dling: 

1. Welcome the complaint. Don’t 
agree or disagree with what the 
customer claims but be interested 
in his problems. 


2. Let him talk it out. He must 
blow off steam until he cools down. 
If he doesn’t do this automatically, 
ask encouraging questions. Outside 
of that, you should listen—not talk. 
The complaining customer wants 
the floor to himself. 


3. Decide whether the customer 
is right or wrong. If you are ex- 
pected to handle the matter your- 
self rather than referring it to an- 
other, you must now decide whether 
the customer is entitled to an ad- 
justment or not. Occasionally it is 
a good policy to allow the complaint 
even when you are quite sure the 
customer is in the wrong. 


4. If an adjustment is necessary 
settle it quickly and willingly. The 
yard is probably going to lose 
money on the deal so don’t lose the 
customer’s good will and repeat 
business as well by making the ad- 
justment grudgingly. When you 
make an adjustment do so with the 
utmost graciousness. Nothing 
builds more favorable comment and 
good will than this. 


rc 


5. If the customer is wrong con- 
vince him that he is not entitled to 
an adjustment—but do it in such a 
way that you retain his confidence. 
In nine cases out of 10, if he is at 
all fair, you will find this comes 
easily after the first two steps of 
this formula have been properly 
handled. 

_ What you say and how you han- 
dle each step of the formula will 
depend on the individual case and 
the policies of your firm. 





NEXT LESSON: The February 15 
issue will discuss how much you can 
be expected to sell in a year. 
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How to Analyze 
Your Local Marke: 


(Continued from Page 43) 


2. Repairs, remodeling, altera- 
tions, additions and improvements 
for homes. ’ 


3. Farm buildings and farm im- 
provements. 


4. Small commercial buildings— 
industrial and institutional main- 
tenance and improvements. 


5. Yard fabricated and portable 
buildings of all kinds, including 
sections of dwellings. 

6. Roofing, siding, insulation 
and specialty applications. 

7. The provision of all types of 
construction material for con- 
tractor sales, including the supply 
of materials to operative builders 
and heavy construction. 

8. The provision of all types of 
construction materials for indus- 
trial uses. 

9. Over-the-counter and eye-ap- 
peal merchandise which the con- 
sumer picks up as he shops on the 
dealer’s sales floor. 

10. The mechanical equipment of 
a home. 

A logical method of operation for 
the dealer not desiring to follow 
his own departmental structure in 
market analysis would be to com- 
pile a separate analysis of his po- 
tential market for each of the ten 
divisions shown above. 

When properly segregated and 
classified, the data he has gathered 
during his research can be put to 
this purpose. For example, to 
gauge his market for the first divi- 
sion (new homes) he would need 
the following data: breakdown of 
the number of families in each 
income bracket, number of owner- 
occupied homes, number of fam- 
ilies renting homes, number of 
instances where two or more fam- 
ilies are grouped in a single-family 
home, number of lots and tracts 
of land available for new build- 
ing, etc. 

By using a similar approach he 
can determine what data are 
needed to measure opportunities 
existing in the other divisions. 


SHORT OF POTENTIAL 


THERE is little danger of the 
merchant’s overestimating his mar- 
ket. When properly promoted, the 
public seems to have an unlimited 


desire and ability to consume build- 
ing products. The greater danger 
is in trying to take a bigger bite 
of the market potential than the 
firm can readily handle and serve, 
On the other hand there is some 
likelihood of underestimating the 
potential and _ therefore _ setting 
sales quotas too low. 


For the dealer who is not yet 
prepared to undertake a full-scale 
market analysis, there is a quick, 
simple formula which will give him 
a fairly accurate measurement of 
the potential for new home sales 
and home improvement sales in his 
trading area. The only facts he 
needs are the number of homes in 
his area and their average valua- 
tion. By multiplying these two fig- 
ures he gets the total value of all 
homes in his market. 


Five percent of that total ap- 
proximates the annual sales poten- 
tial for now homes in the area. 


Another five percent represents 
the annual sales potential for home 
improvements. (This figure breaks 
down as follows: two percent for 
maintenance, one percent for struc- 
tural specialties, one percent for 
equipment and one percent for al- 
terations and additions.) 

These figures are probably too 
conservative. Others would set 
them higher because of backlogs 
of demand for new buildings and 
improvements which accumulated 
during several years of shortages. 

Remember that these figures rep- 
resent the gross potential and that 
it will probably never be possible 
for you to get all of it. What you 
have analyzed and measured is 
your market—not your sales. How 
big a share of it you can get de- 
pends on the effectiveness of your 
merchandising program and _ the 
amount of competition in the t»ad- 
ing area. 

But the chances are that your 
market analysis will reveal a sur- 
prisingly large potential—big 
enough to make you resolve to raise 
your sights and intensify your me!- 
chandising efforts. 


NEXT ARTICLE IN THIS SERIES: 
The February 15 issue will discuss the 
budgeting of volume, profits, quotas 
and costs. 
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WASTING TWO 





TWO IMPORTANT FACTORS light-:construction industry leaders fear. The first is higher building prices 


due to the enormous construction needs of the country. The second is a work stoppage due to demands of 
organized labor. Industry leaders say that if we miss these snags more than five billion dollars will be 
invested in new houses and apartments this year. If this happens, the construction industry will be a power 
in helping stabilize the national economy. 

TAXES AND THE BUDGET are Washington matters currently of greatest interest to business men. 


Congress is finding these trick mules hard to ride. The Administration wants to keep government reason- 
ably active in the field of business. Congress wants to turn these matters over to private control. Here's 
a difficulty Congress faces in regard to tax revision: a continued high volume of business is necessary 
if the government continues to service a 260-billion dollar debt. If taxes are cut sharply to release and 
stimulate business, the debt is not reduced much and Federal finance is subject to the disturbances of 
the business cycle; if taxes are not cut, business slows down for lack of incentive. 

PRESIDENT TRUMAN, you will notice, is recommending a budget of 37!/, billion dollars. An outraged 


Congress threatens to cut it to 34 billions. Veteran news men in the capital believe there will be a 
compromise between Congress and the Administration. There's talk that in a few years the budget may 
be sliced to 25 billions which, incidentally, is several times the size of the prewar budget of the Thirties. 
This doesn't add up to partisan politics, but it does add up to what the technical boys in the District call 
“Big Government.’ Anybody who spends 25 billions a year is big stuff and is sure to cast a wide shadow 
in the streets of trade and finance. 


OUTPUT OF SOFTWOOD PLYWOOD, believes the Softwood Plywood Producers Industry Advisory 


Committee, should be divided on a 50-50 basis with equal production going for certified orders on one 
hand and non-rated stuff on the other. This is an increase in the set-aside for certified orders. Previous 
percentage was 40 percent. Under the proposal, distributors would reduce from 85 to 75 percent the 
amount of their monthly set-aside of construction plywood to fill rated-certified orders. The holding period 
would be cut to 15 days. Plywood industry has agreed to put 50 percent of its production into construction 
grades in 1947, says it will stand by this agreement whether government controls stay or go. 

HINT OF ECONOMIC RECESSION are beginning to appear. It's not a uniform retreat, but it shows 


up here and there. Luxury goods are sliding. There’s evidence that buyers are calling the tune in the big 
furniture shows. The Federal Reserve order permitting margin trading in securities exchanges indicates 
an official belief that inflation has turned around. 

FARM PRODUCE PRICES, while not badly off at this writing, are not holding their earlier levels. Food 


prices are unstable. Durable goods are likely to hold at or near the current levels. Used car prices are 
taking a beating. 
LABOR COSTS in our fields are likely to advance somewhat. Several lines of building materials may 


jiggle upward in price. However, the general belief in the capital is that early summer will see building 
cosis on the decline. Probably not much, but the turn will be that way. Reasons for this recession in 
building costs: buyer resistance, increased labor efficiency, larger production of building materials. All 
these factors add up. It's simply the old story. In times of scarcity the rich set the price level. In times of 
ample supply the less rich set the price level. 

WATCH BID FOR HIGHER PAY on the part of steel workers. But strikes are not so popular with cai 


at the moment. Right now the chances for settlements without work stoppages and by means of cost-of- 
living grants are pretty good. The portal-to-portal contentions of certain labor lawyers are proving an 
embarrassment. 


HERE’S SOME EARLY STATISTICS about dwelling construction permits: of the first 32,537 units 


approved, 41.9 percent had a floor area per unit of between 800 and 1,099 square feet; of the urban units, 

ercent were for no veterans; of 2,700 rental units for veterans, 898 will rent for less than $60 per month. 

The NHA points out with good reason that these figures are insufficient to draw any sound conclusions. 
But they do indicate a start under the revised program. 

CNE THING IS CERTAIN. in this shifting economic pattern. The light construction industry holds a pivotal 


spo!. And a good many top business analysts think the construction market this year will be strong enough 
to carry the national economy through the shakeout that is sure to come within the next few months. 
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Fewer and Fewer 


SHORT TIME ago we were 

listening in on one of those 
radio interviews that take place 
on the sidewalk. Most of the re- 
sponses were mediocre until there 
came an individual with a decided 
accent who stated he was in the 
furniture business and was too 
busy to be standing out in the cold 
talking into a microphone. 

“But you must have something 
to say,” pressed the interviewer. 
“For instance, what are you going 
to do differently this year than 
last?” 

“I’m no longer insulting my cus- 
tomers,” was the prompt reply. 
“They’re getting fewer and fewer.” 

x * %* 

“Cap” Hanly relays the informa- 
tion that “a certain amount of 
opposition is a great help to the 
resolute man and that kites rise 
against, not with, the wind.” 


Your Customers Are "In the Money" 


QOMBONE RECENTLY mailed 
the Clinic a chart which 
revealed graphically how much 
more money the ultimate con- 
sumer has to spend today than in 
1939 when 90 percent of the people 
owned 10 percent of the liquid 
wealth of the country—$4.5 billion. 
Today 90 percent of the people own 
40 percent of the wealth of the 
country—$58.2 billion. Since 1939 
the total liquid wealth has increased 
three times, while the liquid wealth 
held by 90 percent of the people 
increased thirteen times. 

In other words, the majority of 
your customers appear to be “in 
the money!” 


Publicity That Backfired 


N O OTHER BUDDING industry 

was ever cursed with as much 
bad publicity as has been written 
concerning prefabricated houses. It 
started shortly after the depression 
clouds began to lift in the Middle 
Thirties, when the finger of scorn 
was pointed at the archaic methods 
employed in home construction and 
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lavish claims were made for the 
prefabrication of houses in stream- 
line factories where they were to 
drop off the end of a production line 
in much the same manner as Gen- 
eral Motors or Ford produces cars. 
Few of the claims have been kept 
and the improved methods of con- 
struction have given the word pre- 
fabrication such a black eye that 
most concerns avoid its use wher- 
ever possible. The big job now is 
to sell the public on the idea that 
it is the proper way to build a good 
house. 


Unfortunately, the argument 
you consider sound may be noth- 
ing more than ... sound. 


Prefab House Solves Atomic Bomb 


Problem! 


Wve READ many an article 

on prefabricated houses that 
bordered on the silly side but 
Collier’s copped the prize for asin- 
inity when it recently published a 
story entitled Housing: Tomorrow's 
Answer, written by Frank Gervasi 
who went all out for a certain type 
of prefabricated house constructed 
of enameled steel plates attached to 
steel frames. Before we had fin- 
ished, Author Gervasi had con- 
vinced us he didn’t know what he 
was talking about and here is but 
one of the many reasons: 

“An admiral who inspected the 
Higgins house... pronounced it as 
nearly atom bomb proof as a house 
can be. ‘If Hiroshima had been 
built of such houses,’ the admiral is 
quoted as saying, ‘the atom bomb 
would have been effective only with- 
in a few hundred feet of the epi- 
center of the explosion.’ ” 

United Nations and all those 
foolish people who are working on 
the atomic bomb problem should be 
called off. No need to worry. Frank 
Gervasi found the solution and 
Collier’s passed along the glad tid- 
ings to its several million readers 
without exciting a single one of 
them. 

No wonder the _ prefabricated 
house industry has a black eye! 














Origin Unknown 


E HAVE NO idea where the 
following paragraph origin- 
ated but in these days of getting- 
more-for-doing-less, it seems to de- 
serve widespread circulation. Dis- 
play it in your office where your 
employees will see it daily. 
A dollar will never do any more 
for you than you are willing to do 
for a dollar. 


Today’s snappy come-back: 
“Too high. No buy. Good-bye.” 


x 


It's as Simple as That! 


TWIN CITIES’ — lumberman 
who makes frequent over- 
night trips to Chicago, and who up. 
to a short time ago wasn’t particu- 
lar which of three competing lines 
he used, is now throwing all his 
business to one railroad and urging 
his friends to do the same thing, 
simply because a young lady witha 
pleasant voice went out of her way 
to accommodate him at the end of a 
busy day when he discovered sud- 
denly he had to leave that evening 
instead of the next as he had 
planned. 

It was closing time in the city 
ticket offices, as was plainly evident 
by the responses in two of them 
where the reservation clerks not 
enly informed him that no rooms 
were available but didn’t try to 
sell him anything else. By the time 
he reached the third, the charts had 
been taken to the depot but the 
cheerful young lady urged him to 
stand by while she did her siuff. 
In a minute his phone rang and he 
was given his space number. 

“Want me to make a reservation 
for your. return?” she asked. 
“Think I can still get Chicago if 
yeu will wait a minute or two.” 
Once again she made good. ‘he 
tired businessman went home fvel- 
ing very happy about the wiole 
thing and the railrcad ac quire’! a 
highly satisfied customer. 
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Here’s a good SIEER” for 1947 Laiher Dealers! | 





WALNUT 
* MAHOGANY 


Make Money with these Hardwoods Y 
Sell Them BY THE PIECE! ( 











r pply 


PLASTIC SURFACING 
PLYWOOD & SPECIALTIES 


net 


We would appreciate your visiting us 
in this Booth at the Midwest Lumber 
Dealers Conventions. .. . 


AETNA PLYWOOD & VENEER 
1732 ELSTON AVENUE - CHICAGO 22. ILLINOIS 
Send for “TELEPLY TICKER" Stock List Today! 




















Timber for Tomorrow’s Lumber Needs 


The new growth on White River tim- 
berlands is expected to provide the 
giant White River mills with saw logs 
for as many years as man can see 


ahead. 


Special precautions are taken to 
guard against fire—and with success- 
ful fire protection and modern forest 
practices, White River should have 
adequate timber resources for prac- 
tically indefinite operation. 





- Ps a re ‘. = # % q 
New Growth on Lands Logged Off 15 Years Ago 


WHITE RIVER LUMBER COMPANY 


Enumclaw, Wash. 
Since 1896 Douglas Fir — West Coast Hemlock 





— 
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Paint Hook Display 


A new counter display box that 
illustrates the uses and advantages 
of the paint hook is being an- 
nounced. Compact, it takes up a 
minimum of counter space and the 
display flap is quickly set up and 
locks in place. It features clear, 
easily read copy and illustrations. 
The box holds one dozen hooks and 
is shipped with a protecting sleeve 
to prevent damage to the display, 
which is printed in two colors on 
heavy stock. All Persson paint 
hooks are now being shipped in the 
new container. For further infor- 
mation about these paint hooks and 
the display write T. G. Persson 
company, Dept. AL&BPM, 224 
Glenwood avenue, Bloomfield, N. J. 


New Dust Collector 


A new dust collector is being 
manufactured which is said to in- 
volve a new.principle in portable 
collectors. It is said to cause the 
separation of high percentage of 
the dust at the point of intake, and 
only the fine dust reaches the 36 
inch filter tubes at the top of the 
unit. A _ static pressure of 6% 
inches is maintained. The unit 
comes in one size only—four feet 
high and approximately two feet 
square. It is equipped with a 1% 
HP, three phase, 220-440 volt mo- 
tor and can handle two four-inch 
branch pipes. For further informa- 
tion write Dust Filter company, 
Dept. AL&BPM, 1753 W. Lake 
street, Chicago 12, Il. 


New Plastic Glazing 


Richglaze, a new plastic glazing 
material, is said to admit over 60 
percent of the sun’s_ ultra-violet 
rays. Made by laminating a light- 
weight cord net between two sheets 
of cellulose acetate, Richglaze is 
said to be transparent, waterproof, 
flexible, and shatterproof; and to 
have long life with exposed to 
weathering out of doors. To be 
used wherever it is desirable to ad- 
mit light and provide a weather 
barrier, Richglaze is said to be par- 
ticularly advantageous for poultry 
houses, barns, cold frames and 
other locations where the admis- 
sion of health-giving ultra-violet 
rays can benefit humans, plants and 
animals. Other uses include clos- 





RAPID-WHEEL CONVEYOR 
PROVIDES EASY MOVEMENT 
OF LUMBER AND 
PACKAGED GOODS 





Can Be Set Up To Handle All 
Types Of Building Materials 
With Convenient Accessories 





Rapid-Wheel Conveyor provides a 
better, faster and easier way to han- 
dle lumber in all steps between car 
and consumer. Other building ma- 
terials in boxes, bales, cartons or 
other packages may be handled with 
equal speed and ease. 





Rapid-Wheel Conveyor used for unloading 
box car. 
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Rapid-Wheel Conveyor consists of 
sturdy arc-welded steel sections with 
ball bearing wheels spaced at con- 
venient close intervals for carrying 





Rapid-Wheel Conveyor carries building board 
to storage. 


the load. Several sizes of conveyors 
with different wheel spacings are 
available. Sections are quickly con- 
nected and disconnected with the 
exclusive self-locking Rapid Flexible 
Coupler which has no loose parts to 
get lost or broken. Because sections 
are light and easy to handle, a con- 
veyor of any length can be ‘set up 
quickly by one man. 


A full set of accessories including 
stands, curves, guard rails and other 
pieces for special applications may 
also be had. 6 


Advertisement 





POWER BELT CONVEYOR 
MAKES STACKING 
EASIER, FASTER 


The Stevedore, Jr. portable power 
belt conveyor saves valuable man- 
handling time in stacking, lifting, 
loading and unloading bags, boxes, 
bales, or cartons. Lifts 200 pound 
distributed load at 65’ per minute. 
Readily adjustable to any desired 
angle. Plugs in light circuit. Easily 
moved around by one man. 

For further information about 
how Rapid-Wheel Conveyors and 
Stevedore, Jr. can reduce handling 








a 


Stevedore, Jr. stacks bundles of roofing. 


costs, write The Rapids-Standard 
Company, Inc., Dept. 50, Peoples 
National Bank Building, Grand 
Rapids 2, Michigan. 
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SEE THIS SALES-BUILDING PROGRAM! 


The Continental Sales-Building 
Program includes: The Farm 
ind Livestock Record Book, the 
Grassland Farming Manual de- 
voted to soil conservation and 
better farming methods, and the 
Suilding Plan Service with many 
helpful hints for repairing old 
buildings ... for building new 
structures. Ask your jobber or 
write, 


"B CONTINENTAL 
—-@, STEEL CORPORATION 


—— SENERAL OFF 


15 Types of Farm Fence, 


PRO 
ODUCERS OF — Posts, Gates, Borb Wire 


14 Styles of Stee! Roofing 
end Siding, ond Fittings 





@ Here’s a complete line 
of steel products to help 
you capture a large part 
of the growing farm 
market. The popular 
Continental line has 
built sales for hundreds 
of dealers. It includes: 
14 types of steel roofing, 
15 styles of farm fence, 
posts and gates, nails 
and other steel products 
for making farm im- 
provements. It will pay 
you to investigate the 
Continental line even 
though it may be a little 
longer before you can 
get all you can sell. 


re 


NOIANA 





Nails, Stoples, Lown 
Bence, Wire Products 
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THE RIGHT “SPOTS” 


TO SAY “FRANTZ 


FOR DOORS 


The Frantz line of Guaranteed 
Builders’ Hardware includes 
hundreds of hinge styles and 
sizes of durable wrought steel 
construction ... available in 
all standard finishes. Illus- 
trated are Ball Tip Butt Hinge 
No. 441 and Half Surface 
Butt Hinge No. 365. 























FOR WINDOWS 


Attractiveness in sash hard- 
ware is a “must” and Frantz 
offers the latest in modern de- 
sign...the finest finishes. Illus- 
trated are Sash Lock No. 320, 
Beveled Sash Lift No. 310 and 
Bar Sash Lift No. 315. 


FOR CABINETS 


Smartly-styled cabinet hard- 
ware is in great demand for 
the modern kitchen. Frantz 
offers some distinctive items 
in this line. Illustrated are 
No. 120 Door or Drawer Pull 
and No. 491 Hinge. 






















FOR BARNS 

Handling heavy barn doors - e ON ‘ 
with ease, is simple with rs ° |, 
Frantz “Glide” Door Hanger O 








and Track .. . the original 

water-shed type. Illustrated are 

No. 111 Track and No. 1 rein- © © 
forced Hanger, which cannot 

be derailed . . . will fit any 

thickness door. © 


VW 
ANA 
a 


aD 


FOR GARAGES 
Garage doors open quickly, 
effortlessly with Frantz “Over- 
the-Top” Door Equipment. 
Doors can harmonize with 
building architecture because 
“Over-the-Top” can take cus- 
tom-built, one-piece doors up 
to 18’ wide, 12’ high and up 
to 720 lbs. weight. 











Standardize on Frantz Builders’ Hardware . . . save time 
and trouble by ordering from one, reliable source. Cus- 
tomer satisfaction is guaranteed by Frantz’s quarter-cen- 
tury experience in manufacturing quality hardware. 
Write today for full details on the complete line. 


FRANTZ 


GUARANTEED BUILDERS HARDWARE 








FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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FOR SALE: 

2 Whiting Diesel- 
Hydraulic 

Fork Lift Trucks 


Capacity—3 to 5 tons—Model 3-DHLT 


MANUFACTURED BY 
THE WHITING CORP., HARVEY, ILL. 


Speed of Lift 27 FPM 

aximum Lift from Ground . &- 7" 
Height of Uprights—Telescoped 7’-11" 
Overall Height, Maximum Extended 12’-10°’ 
Width Overall 7'- 8" 
Length Overall 15‘- 3°’ 


(From face plate to front of hood 

with fork removed) 
Wheelbase 8’ - 0°’ 
Tire Size 9°° x 20° 


Brake: Wagner—Air Hydraulic. 


Hoist & Tilting Controls: Vicker Multiple 
Unit Hydraulic Controls. 


Engine: Hercules Motors Corp. Model: 
DJXC; No. of Cyl. 6; Bore 334"; Stroke 
Ve iy Nominal Rating: 79 H.P. at 2100 


Clutch: W. C. Lipe ‘'Velvetouch,’’ Single 
Disc, Dry Type. 


Transmission: Fuller Mfg. Co., Semi Con- 
stant Mesh. 


Reverse Transmission: Fuller Mfg. Co. 
Number of Speeds Forward—5. Number 
of Speeds Reverse—2 


Transfer Transmission & Differentials: The 
Four Wheel Drive Auto Co 


Travel Speeds: 





Forward Reverse 
Gear M.P.H. Gear 
Ist 3 Low 3 
2nd 6 High 6 
3rd 12 
4th 21 
Sth 26.5 


Write, wire or phone 


CAMBRIDGE STREET 
METAL CO. 


291 Cambridge St., 
Allston 34, Mass. 


Telephones: 
STAdium 3763 and STAdium 6715 











ing in of buildings under construc- 
tion, winter closing of outside scaf- 
folding, safety glazing under glass 
skylights to stop falling glass and 





as heat and dust barriers. Instal- 
lation is simply a matter of cutting 
sheets to size with scissors and 
nailing on frames. Rolls 36 inches 
wide are furnished in 150 square 
foot and 450 square foot sizes. For 
further information write the Rich- 
kraft company, Dept. AL&BPM, 
228 N. La Salle, Chicago, III. 


New Power Chain Saw 


Titan is presenting an new de- 
sign in power chain saws. It is 
said the new “R” chain can be 
guided through any cut. It will 
crosscut and rip. It is said to main- 
tain positive depth control. There 
is guide bar freedom of movement 
in the cut. Filing is simplified. 
Anyone can sharpen the new chain 
with ease without destroying the 
set. No swedging or setting is re- 
quired and only an occasional joint- 
ing. For further information write 
Mill & Mine Supply Inc., Dept. 
AL&BPM, 2700 Fourth avenue 
south, Seattle 4, Wash. 


Nylon Paint Brushes 


In an effort to clear up in the 
minds of many a number of «ues- 
tions concerning what nylon paint 
and varnish brushes will and wil] 
not do, a new booklet has been pub- 
lished. The booklet answers such 
questions as what is nylon; what 
is meant by tapered nylon; what are 
some of the processing steps in 
making the brushes; how can the 
brushes be used; is there any ne- 
cessity for breaking in the brushes; 
in what materials can the brushes 
be used; and many others of inter- 
est to users of paint brushes. For 
a copy of the booklet write the 
Wooster Brush company, Dept. 
AL&BPM, Wooster, Ohio. 


Nite-T-Lite 


Nite-T-Lite, which is just plugyed 
into a wall socket, will lighten hall- 
ways, stairways, bathrooms, bed- 
rooms and dozens of other dark 





corners, making them safer at 
night. A new, attractive counter 
display easel holds 24 lights. An 
etched design on the light conceals 













Quality Lumber 
for 59 Years 


, California Sugar Pine | 
Ponderosa Pine cm 
E Western White Spruce | 


4 


: So ie Fase Werdonk 


WINTON LUMBER SALES CO., Yoshay “/ower. MINNEAPOLIS 2, MINN. 
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New Answer to an Old Problem! 


At one low material and labor cost, reflective Sisalation 
takes care of two of your most important building needs: 




























































































































2 =e 
, ee: “* 2 
WN Ze » a \ \ od 
OR ™ . N a 
= = & * 8 x = 
vap~ 4 - \ 
anal ———— J— ~*~ 2 eR LY 2 
S =- J 
ee S NY eS, 
— ~ x, 4 * 
Sl S S tar \ / NX | 
= / = Vr, \] é AX 
=— | Be WD) LLL LAs \ R 4 \ ~\ ae 
ae 4 4% N 
-¢ i \\ Y, \ ¥ 
| 77k 
lame r ws g WY S 
| \r ye = NI 
| - etal — Z N 
( ee _ a * ; < _N \ 
= : 4. ” 
1. LOW COST INSULATION 2. MOISTURE-VAPOR BARRIER 
SISALATION reflects radiant heat very much as a mirror SISALATION acts as a positive moisture-vapor barrier, 
reflects light. In frame or brick construction, Sisalation preventing moisture-laden air within the home from reach- 
creates two reflective air spaces which offer amazing resist- ing the cold outer walls, where condensation of moisture 
ance to heat loss through the wall. Reenforcing insures would cause deterioration of structural materials. Every 
speedy, intact application. home can now afford its big advantages. 


The SISALKRAFT Co., 205 W. WACKER DRIVE, CHICAGO 6, ILLINOIS 














Send for catalog and price list. Read the 
letters from users telling how much they 


think of INDIAN FIRE PUMPS. Write today! 
PATENTED 


D.B. SMITH & CO.:+ UTICA 2,N.Y. 


PACIFIC COAST BRANCH 
Hercules Equipment & Rubber Co., 435 Brannan St., San Francisco, Calif. 
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the element and prevents glare. It 
is said to be approved by Under- 


writers’ Laboratories and other 
safety authorities. It is just 
plugged into any 110 to 125 volt 
AC or DC wall plug and burns con- 
tinuously for up to a year. For 
illustrated booklet write Littlefuse 
Inc., Dept. AL&BPM, 4783 N. Rav- 
enswood, Chicago 40, III. 


Neolac Protective Coatings 


Neolac is a new plastic develop- 
ment, a protective coating which is 
said to be chemical resistant, flex- 
ible, hard, durable, non-contaminat- 
ing, odorless, non-flammable when 
dry and not subject to oxidation. 
It is applied by brush or spray and 
can be air dried or baked. No 
prime coat is needed and two coats 
are said to be ample. It has a cov- 
erage up to 450 square feet per gal- 
lon. It is for wood, metal, concrete 
or over old paints. Neolac is said 
to be as easy to use as any ordi- 








Nationally 
Advertised 


Packaged, 
Labeled and 
Sealed 


basis, we are hoping to 
achieve reasonably good 
service in the near future. 


RED CEDAR 


Guaranteed 

90% Red Heart 
or Better 
100% Oil 
Content 










is improving 


To you who have been 
patiently standing in line 
awaiting deliveries of 
SUPERCEDAR — our pro- 
duction is at last increas- 
ing. While in fairness to 
all we must continue for 
the present on allotment 


conditions will permit. 



















The Spectacular Pent-up 
Demand for SUPERCEDAR 
is most gratifying. Mr. 
Dealer, reserve space for 
it in your shed—we are 
going to make it availa- 
ble to you as rapidly as 






BROWN 's 


SUPERCEDAR 


CLO NING 


TRADE + MARK 

















Geo. C. Brown & Co. Greenssoro, N.C. 


Largest Manufacturer of Aromatic Red Cedar in the World 
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nary paint. Simple, easy to follow 
directions are on every can. It js 
shipped in a consistency suitable 
for brushing and comes in six ¢ol- 
ors as well as black, white and clear. 
For further information write 
Chamberlain Engineering corpora- 
tion, Dept. AL&BPM, Akron 9, 
Ohio. 


‘ Swing Cut-Off Saw 


Available in three sizes for in 
the shop or on the job work, the 
H & A Swing Out-Off saws are said 
to cut lumber in production lengths 
quickly, accurately and at low cost. 
The model No. 5 cuts up to 3x12 





inches and can be taken anywhere 
in the plant for it weighs only 175 
pounds. The model No. 25, pow- 
ered with a two H. P. sealed bear- 
ing motor, cuts stock up to 4x14 
inches and the extra heavy model 
No. 55 cuts material up to 5x16 
inches. The heavy duty model has 
a five H. P. motor with thermal 
overload relay as part of the switch. 
Among the many features are the 
adjustable beam, rear guard ex- 
haust outlet, sealed ball bearings 
and safety guards. These units 
can be used in cross cutting slabs, 
salvaging good lumber from other- 
wise defective slabs, paring out de- 
fects, trimming edges, cutting tim- 
ber. For full information write 
Heston & Anderson, 601 W. Kirk- 
wood street, Fairfield, Iowa. 


Steel Insulation 

Little thicker than a_ post-card, 
steel insulation, measuring only 
0.006 of an inch, but with all the 
durability and permanence of steel, 
is once again becoming available 
under the trade name of Ferro- 
Therm. Its installation serves as a 
wall of steel that is said to be fire- 
arresting, cannot be penetrated by 
rodents, termits or insects and dves 
not absorb odors or moisture. 
Crimped every four inches for 
added stiffness, it is stapled per- 
manently in place so that it cannot 
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Manufacturers 
and Wholesalers 
OF 
SPECIAL LUMBER PRODUCTS 


Anything Made From 
Western Lumber! 


WE MANUFACTURE 
AND SPECIALIZE IN 


Furniture Dimension 

Glued-Up Stock 

Carpenters’ and Special 
Mouldings 

Venetian Blind Slats, 
Rails and Fascia 

Ready -to-Assemble 
Furniture Parts 

Industrial Shook 









Remember, too, 
WE WHOLESALE 
Hemlock 

Douglas Fir 

Sitka Spruce 
Ponderosa Pine 

and other West Coast 
Woods 


a s¥ 
except venetian blind ma- 
terial, on which we can 
make less than carload 
shipments from our Kan- 
sas City warehouse. 


Address all correspondence 
to our Kansas City Offices 


Menvlectorers ond Wholesalers 1635 Dierks Bldg., Kansas City 6,Mo., Victor 4143 
Member of Western Pine Ass‘n., National Wooden Box Ass’n., Ponderosa Pine Woodwork, 
National-American Wholesale Lumber Ass’n. 


West Coast Office: 910 Porter Building Portland 4, Oregon — 


CREO-DIPT == 
Shingle Siains Vig 


BUSINESS FOR YOU! 


Through home and housekeeping 
advertising ... through trade jour- 
nal publicity ...through direct mail 
and consumer literature... 









Creo-Dipt has been creating a 
greater public appreciation of the 
beauty, durability, and true economy of Creo-Dipt stains ... 


In your association with Creo-Dipt, you become a partner in 
the goodwill of ‘the company, the quality reputation earned 
by its products since 1909 — ever since Creo-Dipt created the 
first pre-stained shingle. 


Creo-Dipt invites your inquiry. 


"PLUS" VALUES ONLY CREO-DIPT GIVES YOU! 


A World of Color 

The New Beauty of “CREO-DIPT’S Outside 
Look” 

The Long Life of CREO-DIPT’S Preserving-Oil 
Stains . 

+ Promotional and Merchandising Service 
National Trade Paper and Consumer Ad- 
vertising 
Unprecedented Public Acceptance and Demand 

- The “Know How and Show How” of America’s 
First Stained Shingle Manufacturer 


CREO-DI P Teo.ine 


Founded 1909 





NORTH TONAWANDA, N. Y., U. S. A. 
CREO-DIPT OF CANADA, LTD., VANCOUVER, B. C. 


Jy, 
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Finest of Northern 


hardwood, Southern 


hardwood, Douglas 


Fir and Ponderosa 
Pine plywood. Tech- 
nical advice. Prices 
and information 


upon request. 


wie 


4445 BELLEVUE AVE. DETROIT 7, MICH. 


PLYWOOD DAYTON CO., DAYTON, OHIO 
® 
PLYWOOD GRAND RAPIDS CO., GRAND RAPIDS, MICH. 
& 
PLYWOOD TACOMA, INC., TACOMA, WASH. 
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WHAT'S NEW? 


settle or pack down. It is protected 
by a coating of tin-alloy. Weighing 
only 0.25 pounds per square foot, 
10,000 feet can be stored in the 
space the size of a man’s desk. Be. 
cause of their thinness, five sheets 
can be cut at a time, and it is said 
a carpenter can install an average 
of 800 square feet or more in a 
day. For further information 
write American Flange and 
Manufacturing company, Dept, 
AL&BPM, 30 Rockefeller Plaza. 
New York, N. Y. 


o Vv E R H f A i Masonry Waterproofing 
& A Rg A G & p o 6 ra National distribution is now be- 


ing given to Celadri, a guaranteed 
masonry waterproofing that has 
A cea o WA © E been marketed in the East for sey- 


eral years. It waterproofs and dec- 





SAVES TIME 
SAVES SPACE 
SAVES MONEY 

EASY TO INSTALL 


EASY ADJUSTMENT 


IT’S ALL ON LASTS A LIFETIME 


THE JAMB ALL STEEL CONSTRUCTION 
NO ARMS 


NO POSTS 


NO TRACKS orates concrete, brick, stone, stuc- 
A co and all porous masonry surfaces 
. ate in one operation. It can be used 


f inside or outside and above or be- 
SEL LS ITSELF! low ground. It is quick-drying, 
and is said not to peel or rub off. It Bil 
Call your favorite jobber and is produced in white, buff, light J 
grey, dark grey, blue, green and ereses 
ask him about this Free Demon- terra cotta. It is sold in one-gallon owne: 
cans and five gallon drums. For natior 
further information and descriptive a Pe 
prices . . . or write direct to literature write Celadri corpora- § thous, 
tion, 644 Willis avenue, Williston replac 
address below. Park, N. Y. all ne 


proof. 





Lake WORN 
WESSass . 


stration model and Tavart 


Steel Utility Window 


An all steel utility window is J Comp! 


TAVART COMPANY, LTD. [ibe ee 


Copco window is constructed with 


a ventilation section that opens in- 
124 WEST 4TH STREET . LOS ANGELES 13 wndd te pened fone gute of Se 5 


SOLD WHEREVER GOOD BUILDING HARDWARE IS SOLD 
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© SELECTIVE DISTRIBUTION 


@COMPLETE QUALITY LINE 





3 Keys to Bigger Sales: 


1. Full Profits—— There are no loss leaders in 
the Lowell line to “waste” your customers. 
You get full profit on each sprayer or duster 
you sell. LLOWELL’S high quality leads to 
repeat sales. 


2. Selective Distribution — Lowell sprayers and 
dusters are sold only by carefully selected dis- 
tributors. A larger market, less competition. 
3. Complete Quality Line — You won’t lose cus- 
tomers if you sell Lowell sprayers and dusters. 
The Lowell line is complete and compact for 
fast turnover and low inventory. There is a 
Lowell Sprayer and Duster for every need. 


WORLD'S LARGEST MANUFACTURER OF SPRAYERS AND DUSTERS EXCLUSIVELY 






ae ee 
Write for Full Details Today! 


DEPT. 63, 589 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


Lk 











BILCO COPPER 
STEEL 
Hundreds of thousands of 
present and prospective home 
owners are an active market for 
nationilly-advertised BILCO 
a. steel bulkheads for out- 
side cellar entrances. Many 
thousands already in use. To 
teplace all wooden doors. For 


all new homes. Trim-tamper- 
proof, weatherproof, perma- 


CELLAR BULKHEADS 


nent. Compactly packaged with 
all assembly bolts. Write for 
complete information and at- 
tractive dealer plan to The 
Bilco Company, 162 Hallock 
Avenue, New Haven, Connec- 
ticut. Also makers of BILCO 
roof scuttles, sidewalk and 


elevator doors and vault covers. 


Complete bulkhead packaged 
for shipment, ease in handl- 
ing and stocking by dealers. 
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MARKWELL 


CRAYONS 
BRUSHES 
INKS srercu aris wera, 


STAPLES FOR TACKERS 


STENCIL PAPER - TAG HOOKS - HATCHETS 
DIAMOND GLAZIERS’ ZINC POINTS 
FOR ALL No. 1 & No. 2 POINT DRIVERS 





MARKING LUMBER 
SOAPSTONE STEEL PAINT 


SASH GLUE VARNISH 
STENCIL MARKING 


MARKWELL MFG. CO., INC. 


INDUSTRIAL PRODUCTS DIV. 
202 HUDSON ST. NEW YORK 13 
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You have a Drawing 
Account on a Growing 
Lumber Supply 


OZAN’s scientific forest 
management policy is piling up 
reserves of famous 0 

shortleaf pine on which your 
future sales volume can be 

built. 


Today OZAN, like other mills, 
is finding it difficult to main- 
tain volume, but is doing its 
best to meet its. customers’ 
needs so far as possible. 


(zan LUMBER COMPANY 


Prescott, Ark. 


is your dependable source for 
tomorrow. 






































Modernizing 
to Maintain 
, Quality 


Over many years 
Craig Mountain 
has made it a 
policy to keep all 
equipment thor- 
oughly modern — 
in keeping with 
the latest ap- 
proved methods. 


Right now Craig 
Mountain is catch- 
ing up with some 
of the improve- 
ments deferred 
during the war 
years. Our kilns 
are being modern- 
ized. Automatic 
stackers and un- 
stackers are being 
added and we're 
further mechanizing 
our handling and 
piling. While these 
needed improve- 
ments are curtail- 
ing our present 
production, custom- 
ers will benefit 
from them in due 
course. 


Member Western 
Pine Association 















Winchester,Idaho 


WHAT'S NEW? 


into the room.. Side arms permit 
opening of the vent section to any 
angle and makes possible adjust- 


desired. A positive-action spring 
locking device with a convenient 
wire pull-rai] attachment simplifies 
its opening. A four-light window, 





its overall dimensions are 3 feet 
65, inches high and 2 feet 8% 


inches wide. It can be installed in 
both masonry and frame buildings. 
For further information write Cop- 
co Steel and Engineering company, 
Dept. AL&BPM, 14035 Grand River 
avenue, Detroit 27, Mich. 





When writing for new literature 
or further details about products 
described here, please mention 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MER- 
CHANDISER as the source of 
your information. 











Decorative Masonry Coating 


A decorative coating for portland 
cement stucco, plain concrete, brick, 
tile or masonry, either exterior or 
interior surfaces, Kontite is sim- 
ply mixed with water. It both pro- 
tects and decorates. It is said to be 


fire-resisting, sanitary, odorless 
and weather resisting. It is wash- 
able after it is hard. It makes a 


coating that sets as hard as the 
concrete itself and is very lasting. 
It comes in many different colors 
and the different shades make it 
possible to carry out a wide variety 
























of decorative schemes. For more 





ment to a downdraft position, if-go | 


complete details write the Sullivan 
company, Dept. AL&BPM, Mem. 
phis 2, Tenn. 


Building Code Requirements 


A comprehensive 50-page bulle- 
tin giving modernized building code 
requirements for new dwelling con- 
struction has just been issued by 
the National Bureau of Standards. 
The recommendations contained in 
the publication were developed by 
the National Housing agency and 
its constituent units in consulta- 
tion with the bureau and other 
government agencies. The recom- 
mended requirements are concerned 
primarily with moderate size indi- 
vidual and multiple family dwell- 
ings of the type being built under 
the Veterans Emergency Housing 
program. An appendix to the book- 
let lists detailed minimum provi- 
sions for up-to-date building codes. 
Copies of the book are obtainable 
for 20 cents apiece from the Super- 
intendent of Documents, Govern- 
ment Printing Office, Washington 
25, D. C. 


One-Hand Mallsaw 


The model 86 saw comes equipped 
with combination blade. There are 
also five blade styles available for 
cutting such things as rip, dado, 
tile, hardboard. It gives a 2%, inch 


cut on the straight and a 2-5/16 
inch cut on a 45 degree angle. Made 
from aluminum allow, it weighs 


174% pounds. Because of its light 
weight it can be handled with one 
hand and maintain accuracy. Easily 
adjusted for depth and angle cuts, 
it is necessary to turn only one 
screw for each adjustment. For 
further information write Mall 
Tool company, 7733 S. Chicago ave- 
nue, Chicago 19, IIl. 
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MARKET ANALYSIS 


Resistance to High Prices Increasing, 
But Demand Remains Governing Factor 

Confusion continues to prevail throughout the 
market. Buyers’ resistance to high prices, reports 
throughout the country indicate, is increasing. How- 
ever, distributors claim they are finding buyers will- 
ing to meet their terms with the result that all lum- 
ber obtained by them is kept moving without any im- 
portant delays. 

Prices are higher now than for the first few weeks 
following the lifting of OPA ceilings. No weakness in 
the market is reported in the face of terrific demand 
for lumber. With the shortage of lumber so great, 
there seems to be a general feeling that prices will not 
settle back for a while. 

NATION-WIDE REPORTS 

Reports from the West Coast indicate that the big 
mills in negotiating orders have felt a moral obliga- 
tion to go easy on the buyer. Upper items bring from 
$40 to $60 over; dimension $20 to $25; timber around 

20 over, in that area. 

In the Southwest, retailers were offered one-inch 
kiln-dried yellow pine at $85 to $87 a thousand; yel- 
low pine flooring No. 2 and better was quoted at $110 
to $115. Oak flooring prices are higher since subsidies 
were discontinued. Small operators in the Southwest 
were getting $175 to $200 a thousand with the big 
manufacturers quoting $50 less. 

From the South came a report of increased con- 
sumer resentment of higher hardwood prices, es- 
pecially in lower grades. Some large sales 4/4 FAS 
at $125 and No. 1 Common at $85 FOB Texas-Louisi- 
ana points were made during the week. 

In the Northeast many dealers are convinced that 
the days of speculative profits in lumber have gone, 
that the inevitable result of resistance to high manu- 
facturing prices all along the distribution line is that 
lumber prices will start to decline by early spring. 

Here are some of the wholesale prices in the Bos- 
ton market: spruce boards, merchantable grade, $80 
to $87 delivered; spruce 2x3 and 2x4, $80 to $84 de- 
livered; northwestern boards $80 to $90 delivered; 
yellow pine boards, prices too high, dealers refusing; 
sheathing and siding, same; hardwood flooring, very 
little in market, no prices quoted; wood shingles No. 
| grade, $11.50 to $12.50. 


Current Statistics on 
Output and Distribution 

Lumber shipments of 371 mills reporting to the 
National Lumber Trade Barometer were 15.2 percent 
dove production for the week ending Jan. 11, 1947. 
In the same week new orders of these mills were 39.2 
percent above production. Unfilled order files of the 
reporting mills amounted to 64 percent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 24 days’ production at the current rate and gross 
stocks are equivalent to 36 days’ production. For the 
year-to-date, shipments of reporting identical mills 
were 34.1 percent above production; orders were 43.2 
percent above production. Compared to the average 





6846 Stony Island Ave. 


NEW CALIFORNIA DIVISION 
REPORT 


AMERICAN ROOF TRUSSES 
SPECIFIED FOR 
21 WEST wiaeaeated BUILDINGS 


Our new California Division, 
recently established to better 
serve the entire West Coast 
with special earthquake-resist- 
ant wood roof trusses, reports 
a big demand by West Coast 
Lumber and Building Supply 
Dealers for American Roof 
Trusses. 





American Trusses provide clear 
floor space without center posts 

. and offer greatly increased 
storage space between the 
spans. Ideal for mechanical pil- 
ing. Write to our nearest office 
_ today for complete information. 





Shows photographs of Factories, Bowling 
Alleys, Garages, and other buildings 
constructed with American Roof Trusses. 


2 Sth Anniversary 1922-1947 
AMERICAN ROOF TRUSS CO. 


CHICAGO, 49 LOS ANGELES, 37 
242 W. Santa Barbara Ave. 
Phone ADams 1-4379 





Phone PLAza 1772 
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It’s best to use WELDWOOD GLUE! 


For work or for sale . . . Weldwood Plastic Resin Glue is the lumber- 


man’s favorite. 


In your own shop, the cost of glue is so small in relation to the 
costs of other material, it always pays to use Weldwood ... to doa 
better finished jcb. 


On your shelf... Weldwood Glue will sell fast... because your 
customers know how conveniently and satisfactorily this strong, 
permanent glue works. 


Everybody likes this Modern Plastic Glue because: 


1. It has tremendous strength 
2. Joints are shearproof and permanent 
3. Easy to mix... just add cold water 
7. Bacteria- and rot-proof 


Send for sample and interesting literature. 


UNITED STATES PLYWOOD CORPORATION, Industrial Adhesives Division 
55 West 44th Street, New York 18, N. Y. 


4. Easy to spread 
5. Quick setting 
6. Stain-Free 
































AMERICAN Lumber Handling Equipment 
for Saw Mills, Veneer Plants, Industrials 





Hydraulic & Electric Elevating Tables 
Automatic Dry Kiln Car Lumber Stackers 

Dry Kiln Car Gravity Flow Unloaders 

Planer Feed Elevators 

Semi-Automatic Dry Kiln Car Lumber Stackers 
Elevators for Stacking Dry Kiln Cars by Hand 
Electric Lumber Transfers 


Passenger, Freight & Industrial Elevators 





DESIGNERS AND MANUFACTURERS 
OF SPECIAL EQUIPMENT 


— oe... MANUFACTURING COMPANY INC. 


2119 Pacific Avenue, Tacoma 2, Washington 


\ 
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URANIA 


_ Lumber Manufacturers and Tree Farmers 














PIONEER IN 


Reforestation 


Since 1904—43 years— Urania has been 
practicing scientific reforestation of 
its timberlands. Urania now has over 
110,000 acres operated as a tree farm. 
As trees mature they are harvested on 
a selective cutting basis. 


Forward looking in forest policies. 
Urania is equally progressive in manu- 


facturing methods, maintaining highest 
quality standards throughout. 


Urania Lumber Co. 
Urania, Louisiana 


Members 
$.P.A. — §.P.1.B. — $.H.P.1. 
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LUMBER MARKET 





corresponding week of 1935-1939, production of re- 
porting mills was 23.2 percent above; shipments were 
29.9 percent above; orders were 31.2 percent above, 
Compared to the corresponding week in 1946, produc- 
tion of reporting mills was 16.8 percent above; ship- 
ments were 20.2 percent above and new orders were 
28.5 percent above. 


Western Pine 


Eighty-one mills reporting to the Western Pine as- 
sociation for the week ending Jan. 11, 1947 cut 33,- 
158,000 feet. The same week a year ago the cut was 
22,878,000 feet. Shipments were 42,454,000 feet com- 
pared with 31,130,000 feet for the same week a year 
ago. Unfilled orders on file at the end of the week 
amounted to 154,517,000 feet compared with 198,132,- 
000 feet for the corresponding date in 1946. Gross 
stocks stood at 547,481,000 feet compared with 552,- 
161,000 feet a year ago. 


Southern Pine 


Producers of Southern Pine by the 100 mills re- 
porting to the Southern Pine Association for the week 
ending Jan. 11, 1947 amounted to 11,859,000 feet. 
This was 20.76 percent below the three-year average 
for the same mills. Shipments for the week of Jan. 
11 amounted to 14,989,000 feet or 26.39 percent above 
production. Orders placed during the week amounted 
to 17,241,000 feet or 45.38 percent above production. 


West Coast 


H. V. Simpson, executive vice president, West Coast 
Lumbermen’s Association, reported a decided increase 
in water shipments for the month of December, 1946. 
Tonnage shipped amounted to 47,997,000 board feet. 
This was an increase of 130 percent over November 
and 123 percent over December, 1945. Total pro- 
duction of West Coast lumber for 1946, Simpson re- 
ported, was 6,133,409,000 feet. Production for 1945 
was 5,909,753 and for 1944, 7,902,289 feet. Decem- 
ber orders averaged 110,278,000 feet; shipments 112,- 
549,000 feet. The industry’s unfilled order file at the 
end of December, 1946 stood at 513,707,000 feet and 
gross stocks at 448,252,000 feet. 


In the Market Centers 


SEATTLE—Mill production continues good. On 
one hand there is buyer resistance to high prices but 
nearly everybody has a story of lumber being sold at 
fantastic figures. Cedar siding is said to have brought 
$160. Wholesale and retail yards are now stocking 
some items but there is no assurance that a buyer can 
find a balanced inventory anywhere. 

TACOMA—Buyers for the most part are required to 
pay premium prices to obtain the items they desire. 
Shipping space is considerably improved, especially 
for eastern markets. Weather conditions this win- 
ter unusually bad for logging operations. Labor sup- 
plies adequate to meet requirements. A 10 percent 
cost of living wage increase for pulp and paper em- 
ployes in this area became effective Jan. 15. 

KANSAS CITY—Bad weather is holding up pro- 
duction and shipments. Price situation still highly 
irregular and it is impossible to establish a market, 
especially in shingles and oak flooring. Liberal pre- 
miums being paid for kiln-dried lumber over air- 
dried stock. 
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ROLL-OFF 


LUMBER TRUCK BEDS 6 size 1918 


Complete Beds Shipped KD 


EASILY MOUNTED 
Write for Catalog & Prices 








“The Active Truck is the Money-Maker’ 








The R-B COMPANY, 1921 Guinotte, KANSAS CITY, MO. 








Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 

















STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. , 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber i} 
previously lost due to “end checking.” 








Wire or write today for 
full particulars. 


| The Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 




















SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 


*THE SHEVLIN-HIXON COMPANY 


Bend, Oregon 


"Member of the Western Pine Associa- 
‘ton, Portland, Oregon. 











NEW YORK 





 Paudeatta Face Weeduorh 


Mohawk 4-9117 


DISTRIBUTORS OF 


SHEVLIN PINE ‘sili 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 


1604 Graybar Bldg. 





(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 














CHICAGO SAN FRANCISCO 
1863 LaSalle-Wacker Bldg. 1030 Monadnock Bidg. 
Telephone Central 9182 Exbrook 7041 
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4 FOR SALE 7 


HYSTER 
LUMBER 
CARRIER 


Straddle Type, Model M2, 12,000 Lbs. 
Capacity, 54” Bolster. Very good con- 
dition. 


FORK LIFT TRUCKS 


6,000 Lbs. Capacity, Clark, Gasoline 
Driven, 104” Lift. Very good condition. 


2,000 Lbs. Capacity, Hyster, Gasoline 
Driven, Pneumatic Tires, 108” Lift. 
Very good condition. 


A & A MACHINERY CO. 
1265 Flushing Ave., Brooklyn, N. Y. 
q Evergreen 7-9466 - 





THE NEW YORK STATE 
COLLEGE OF 
FORESTRY 


Syracuse 10, New York 





Announces 
the 30th SHORT COURSE IN 


DRY KILN PRACTICE 


March 24 to April 2 (inclusive) 1947 


For additional information and regis- 
tration blank write to: 


Prof. Ralph G. Unger, 


Extension Department 











HOUSTON x 


GRATELESS 
AIR COOLED 


REFUSE 
i 






wOAaArPamMZz—-NnZ 


ENGINEERING SERVICE & ESTIMATES 
FURNISHED WITHOUT CHARGE 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 


HOUSTON 1, TEXAS 
SERRE = RTE! 
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Tudor G. Jones Elected President 
of Kentucky Retail Association 


It seemed sort of like old times 
during the 42nd annual meeting 
of the Kentucky Retail Lumber 
Dealers association in Louisville, 
Jan. 14 to 16, with a war unhamp- 
ered convention. There was an at- 
tendance of more than 700 accord- 
ing to Don Campbell, association 
secretary. 

Tudor G. Jones, Mayfield, Ky., 
was elected president, succeeding 
James M. Power, of the Frey Plan- 
ing mill, Louisville; while Sam W. 
Crump, Park City, is the new vice- 
president; Don Campbell continues 
as secretary. New directors are 
A. H. Dossett, Paducah, Leland 


Hanks, Lexington, and S. W. 
Hearne, Ashland. 
James M. Power, president of 


the association, and presiding of- 
ficer at the conferences, reviewed 
the retailers experiences of the past 
five or six years under OPA, CPA, 
and the various alphabetical bu- 
reaus. He held to the opinion that 
dealers should meet more often, for 
wider interchange of thoughts, 
theories and experiences, and 
warned dealers against overloading 
on high priced materials. 

Charles W. Williams, Professor 
of Economics, University of Louis- 
ville, Louisville, Ky., a widely 
quoted authority on economics, 
talked on Some Economic Question 
Marks for 1947, in which he took 
a rather bright viewpoint of the 
lumber supply, pointing out that 
three billion board feet a month 
have been produced for the last six 
months. He, however, warned 
against “taking advantage of our 
reemerging free enterprise sys- 
tem,” contending that the public is 
more than fed up with high prices 
for building materials. 

Ormie C. Lance, secretary-man- 
ager, National Door Manufactur- 
ers’ association, Chicago, spoke on 
Millwork’s Responsibility in the 
Housing Program, and held that 
production of millwork, a key bot- 
tleneck in America’s housing pro- 
gram, should be increased by ap- 
proximately 25 percent by the end 
of March of this year, contending 


that the stepping up of output of 
doors and _ sash is_ contingent 
chiefly on a better supply of lum- 
ber, and that his association has 
rather definite assurance from the 
Western Pine association of a 25 
percent increase in lumber supply. 

He held that in his opinion prices 
of millwork and other housing ma- 
terials will probably come down 
from present levels to something 
nearer to normal by the end of 
1947, as production § begins to 
catch up with consumption. He 
also held to the belief that assem- 
bly line methods of production and 
other production economies will 
materially offset the greatly in- 
creased costs of labor, as used in 
millwork production, and_ pointed 
out that the millwork industry con- 
verted to mass-production methods 
during the war. 

The speaker further  recom- 
mended to Kentucky builders the 
Modular System for large scale 
home-building, contending _ that 
tremendous savings in time and 
money are possible for forward- 
looking members of the _ building 
industry. 

He also discussed the industry- 
engineered house plans which will 
be presented next month to a Con- 
gressional committee by the Na- 
tional Retail Lumber Dealers’ as- 
sociation and the Producers coun- 
cil, representing building material 
manufacturers. He held that this 
precision built house was the in- 
dustry’s answer to the demand for 
low cost housing, and which leaves 
out the gingerbread, but includes 
the essentials. 

John H. Hough, field engineer, 
Southern Pine association, New 
Orleans, La., speaking on Dealer 
Opportunities in the Rural Mar- 
ket, discussed some of the newer 
types of farm buildings which have 


been developed, 
Sheridan Barnes, of Elizabeth- 
town, Ky., prominent insurance 


agent, and Chairman of the [ax 
Equality Committee of Kentucky, 
speaking on How the Co-ops Affect 
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| My 
LUMBER CO. Ltd. 


SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products of J. A. MATHIEU, Ltd., Rainy Lake, Ont 
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Sitka Spruce Lumber 


and 


Box Shook 


POLSON 
Lumber & Shingle Mills 


Divisien of 


Polson Logging Company 
Hoquiam, Washington 
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Lumber Corp., Carlton, Ore. 


Manufacturers 


Douglas Fir 


A Sustained Yield Operation 


Please bear with us during this trying period 
when we're unable to book any additional orders. 


E. J. Linke, Pres. Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 


gp iswotd 


Douglas Fir 
Pine, Cedar 
Hemlock 





Lumber 
Wholesale 


Much as we should like to, right now we can't add 
any new customers but we do solicit your friendship 
and good will. 









LUMBER CO. 
PORTLAND ORE. 





THE GRISWOLD 
FAILING BLOG 





For low-cost housing 


PAR-TOX 


wood treatment assures lifetime 
freedom from the ravages of rot 
or termites. 





For a tight sash seal that prevents 
infiltration of moisture and cold 
air — use 


PARKER'S 





PRIMERLESS 
PUTTY 











IRA PARKER & SONS C0. 


OSHKOSH, WISCONSIN 


More than 75 years 
of service tothe sash 
and door industry. 























PAUL B. BERRY 


Wholesale ~- Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4” & 5/4” 
KD or AD. Send me your stock 
and price lists. 











Gives Siding Jobs Improved 





Protection and Appearance 


On every Asbestos 
Siding job, where ap- 
pearance is essential, 
you can save valuable 
time, simplify fitting 
at corners and along 
window and door 
frames, give added pro- 
; : tection, by using indi- 
vidual zinc corner strips. . . . Made of 
oxidized zinc... will not stain. Lengths 
suitable for any Asbestos Siding Shingle 
For complete details write ea 


BUGHER MANUFACTURING CO. 


211 S. Main Street 









Kokomo, Ind. 


‘ HARD 
MAPLE and BIRCH FLOORING 


Diamond Hard Flooring is known for 
quality from Maine to California. 


JW WELLS 


LUMBER COMPANY 


maAnwUVFaACTHARERS 


MENOMINEE, MICHIGAN 


LINDSEY ~ sare | 


Self-Loading  @Zae2-" 
Skidders 


are used with 
either team or 
tractor. On 
short hauls, 
snaking, and 
bunching logs, 
they are unex- 
celled. 


LINDSEY 
WAGON CO. 


Sole Manufacturers‘ 
Laurel, - Miss. 
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Small Business, traced the growth 
and development of co-ops. 

At the Wednesday afternoon 
session Melvin H. Baker, President 
of the National Gypsum company, 
Buffalo, held that materials short- 
ages are easing now, and that 
within less than a year he expects 
to see costs below those of 1939 
in certain types of buildings, and 
forecast a very material increase 
in production by spring. 


Nathan Paine, Prominent 
Wisconsin Lumberman, Dies 


Nathan Paine, 77, president of 
Paine Lumber company Ltd., Osh- 
kosh, Wis., died Jan. 15 in LaJolla, 
Calif. 

Mr. Paine was educated at Law- 
rence college, Appleton, Wis., and 
the University of Michigan. He 
became associated with his father 





Nathan Paine 


in the Paine Lumber company and 
in 1902 was elected secretary, be- 
came vice president in 1907 and in 
1917 succeeded his father as presi- 
dent. 

Nathan Paine’s life span cov- 
ered nearly all of the history of the 
company which he saw grow from 
a small mill to a vast plant. He 
worked in a number of capacities 
in the plant and in its manage- 
ment, beginning as a boy and con- 
tinuing with the company until he 
was elevated to the presidency. 

In the late 1890’s he fostered the 
idea of producing a hardwood door 
to replace the pine door. Under 
his direction the erection of a ve- 
neer plant was completed in 1904 
for the use of birch lumber. 


. 
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Knudson & Mercer Lumber Co. 
Purveyors to 
Accredited Retail Lumbe: Dealers 
for 52 years 
LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, ill, 











Smart Managers Use It! 


Be a systematic money-mak. 
ing manager. With — this 
MANAGERIAL FILE you 
g can keep at your finger tips 
the details of all pending 
matters—performance of every 
department of your business— 
costs, output, profit. Double. 
locked for privacy—Send for 
FREE Circular. 


Northwest Metal Prois. Co. 











1337 E. Mason, Green Bay, Wis. 














EXTRUDED 


ALUMINUM 
MOULDINGS 


BUILDING MATERIAL 
DISTRIBUTORS WANTED 


ATTRACTIVE LIST PRICES, 
PLUS LIBERAL DISCOUNTS. 


TOP QUALITY LINE -- 
PACKED IN 120-ft. CARTONS AND 
504-ft. CASES. 





Inquiries invited from all territories 
—Write for FREE Catalog and 
Price List 


Standard Moulding 
Company, Inc. 


Manufacturers 


33 W. 42ND ST. — NEW YORK 18 
Telephone: Pennsylvania 6-0595 











SCREENER 


ALT. te 
FAND) SERVICN v ; 
NSD VAREAVAE T. Cont MELROLLS 


) NSN » WY wx = 


NERNORT OTS CONC HONGO 


Fly Screen Cloth 


"KEYSTONE BRAND 


BLACK 
GALVANIZED 
BRONZE 
COPPER 
ALUMINUM 


Phone 631 
THE 


Seneca Wire & Mfg Co. 


FOSTORIA, OHIO 
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” *DEALERS COMMENT ON 
} 
CABOT’S BRUSH CLEANER: 
TH 
' “MOST SATISFACTORY SPECIAL- 
l. TY ITEM WE’VE EVER HANDLED!” 
Ht “OUTSTANDING COUNTER ITEM 
mak- ...PRACTICALLY SOLD ITSELF” % 
you . 
ia “NEVER HAD AN ITEM THAT § 
a HAS SOLD SO FAST” 
1 for . t 
wie | “FASTEST SELLING SPECIALTY IN SeRush c 
OUR PAINT DEPARTMENT” s Be 
“a “ONE OF THE MOST PROFITABLE | THE KIND OF PLANER 
) ITEMS WE CARRY" YOU HAVE LONG WANTED! 
P Bi h to handle all of a lumb - 
S Write today for free sample and dealer | es can Built A the sosuudien 
information to ... accuracy formerly obtainable only with the 
larger machines. A husky producer with In- 
D 5 I — Bed and _— patented nent at 
- -savin ration an 
Ga mue { highest ‘Gale wun, fee png belew the 
, | larger machines. Write for details. 
3 Cabot, Inc. | 
1526 Oliver Bldg., Boston 9, Mass. MACHINE WORKS 
ND ames on vequestt 238 Eighth St. Holland, Mich. 
ries 
re | |POWER EQUIPMENT CUTS YOUR 
g ||| Established 1850 ||MATERIALS-HANDLING COSTS! 
| . KRANE KAR => (5 a 
Cross Austin & ireland | Swing Boom Mobile Crane 
? | This rubber-tired boom crane lifts, 
totes, and spots loads up to 10 tons— 
Lumber Company any shape or size—any part of the 
plant or yard. Travels, and swings, 
| it | coe coenae Seapeolbaaiins time eae 
| 1246 Grand St. Brooklyn 6, N. Y. | pacer it, = ae gn it. 
KRANE KAR pays its own way, doing 
Telephone Evergreen 8-9000 f | ee ee 


LIFT-O-KRANE ‘ 


Combination Mobile Boom Crane 
and Fork Lift Truck 


You have at your disposal a machine 
that’s a MOBILE BOOM CRANE when 
you have crane work—a FORK LIFT 
TRUCK when you have pallet loads. 
For crane work, just fold back the 
forks. For fork jobs, quickly and 
easily remove the boom. Also obtain- 
able as a FORK TRUCK unit exclu- 
sively—without boom; or as a BOOM 
CRANE only—without forks. 


Power equipment speeds stacking, storing, feeding mills, servicing kilns, load- 


| | 


| 








‘Lumber - Timber - Millwork | 








- <5 = 


/ Always BETTER than Putty— => 
= Now it is CHEAPER, foo! ! 
GLAZING 


ND | 
Flexisea COMPOUND 





Always sold in the same price class as S: P. 10% ing freight cars, trucks, or barges ... KRANE KAR and LIFT-O-KRANE handle 
White Lead Putty — today, due to the doubling lumber, timbers, logs, poles, ties, sand, gravel, cement blocks, pallet loads of 
of Linseed Oil prices, it sells for less than S. P. brick, sheet rock, building plastics, pipe, lime, coal, clay products. « 
Linseed Oil Putty. Furthermore, Linseed Oil re- Ask for Bulletin No. 66 on KRANE KAR; Bulletin No. 65 on LIFT-O-KRANE. 


mains extremely scarce even at high prices, but we 
can deliver Flexiseal in any reasonable quantity. 

You can make sales and satisfied customers by 
boosting this superior product. 


Co.| | BRUNT aman cel. c 


THE ORIGINAL SWING BOOM MOBILE CRANE 
WITH FRONT-WHEEL DRIVE AND REAR-WHEEL STEER 


CORAUWE IKCAUR? 


RADE MARK REGIST 








45 Irving Street Malden, Massachusetts 


> 
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SAW MILL FOR SALE 


MODERN 9’ SINGLE BAND MILL AND RESAW LO- 
CATED IN NORTHEASTERN LOUISIANA. FULLY 


SPRINKLED. 


75,000 STEEL WATER TANK. LUMBER 


YARD HAS GRAVELED ALLEYS CONCRETE AND 
STEEL FOUNDATIONS. YARD CAPACITY APPROX- 
IMATELY 10,000,000’. 8 WHITE 30 COLORED LABOR 


DWELLINGS. 


CONNECTING TRACKS TO RAIL- 


ROAD. 65 ACRE MILL AND YARD SITE. SAWMILL, 
POWER PLANT AND YARD IN GOOD OPERATING 


CONDITION. 


44,600,000 FT. 


WILL SELL SEPARATELY OR WITH 
VIRGIN HARDWOOD TIMBER NEAR 


GRAVEL ROADS ALL WITHIN 16 TO 24 MILES OF 


MILL. 


Address Box H-26, 


AMERICAN LUMBERMAN, INC. 
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FLOORING 


MAHOGANY Z 


WALNUT 


SAWMILL 


capy. 25,00000° 


capy.! 5,000. 


“MOST AMAZING ONE-MAN SAW” 


There is no other like it 


W 







} motor—less power is not enough. 


See FY, 
, —— whi hlld lb a 


We would like to list here in this space sev- 
eral carloads of hard to get items. But despite 
our every effort we have not been able to 
accumulate an inventory to call to your at- 
tention. As soon as we can do so the indi- 
vidual items will be listed in this space. 


eZ. 














Goes Anywhere i. ’ 
On Own Power fs 


Most SENSATIONAL saw ever built. Powerful 6 H. P. 
Propels itself most any- 
where as it saws. Has become the world’s most wanted saw. 
Eliminates the hard work of clearing land of brush, saplings 
and larger trees. Built by the oldest manufacturer of power 
saws. Nearly fifty years experience. Don’t take chances. 
There is no substitute for experience—your best guarantee 
of superiority. E. E. Jackson made $1,000 in thirty days. 
No limit to amount of custom work to be done. Earns back first cost 
amazingly quick. Patents ing on essential OTTAWA features, including 
safety h, and feature that prevents saw pinching. A woman or boy can 
operate. Sold only direct to user for much less than dealer prices. Fully 
guaranteed. Write for details. 


Nameinsaws OTTAWA MFG. CO. 





297 SPRUCE ST. 
OTTAWA, KANS. 





C. E. Devlin Named Managing 
Director, Douglas Fir Plywood 


Appointment of Charles §, 
Devlin as managing director of the 
Douglas Fir Plywood association, 
Tacoma, has just been made by 
E. W. Daniels, Hoquiam, who is 
chairman of the industry manage- 
ment committee of the association. 

Devlin succeeds W. E. Difford, 
who resigned six months ago to 
enter private business. He has 
been publicity director of the as. 
sociation during most of Mr. Dif- 
ford’s tenure of office. 

Harrison Clark continues as as- 
sistant manager and W. H. McCal- 
lum is now publicity director. 








Np ew 


HARRY LEVEY, president, Adirondack Log 

Cabin company Inc., and U. S. Prefab cor- 

porction greets Mrs. Samuel |. Rosenman, 

who addressed the Second National Distribu- 
tors’ convention, Jan. 16. 


Appointments and Promoticns 

M. C. BROWN has returned to 
his former position as assistant 
manager of steel building procucts 
sales for the Berger Manufactur- 
ing division, Republic Steel cor- 
poration. He left the department 
in 1942 to direct the conversion of 
the Berger plant in Canton for the 
manufacture of military aircraft 
products. 


ALVIN M. SELLERS has bee! ap- 
pointed hardwood superintendent 
and assistant to the general super- 
intendent of E. J. Stanton & Son, 
Los Angeles distributor of hard- 
woods. 
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Joun S. KING has been named 
manager of the Chicago branch 
house of Fairbanks Morse & com- 
pany succeeding FRANK V. Roy 
who retires March 1. 


WILLIAM Y. HILL has been ap- 
pointed district sales representa- 
tive for New York state of the 
Roberts & Mander’ corporation, 
Hatboro, Pa., makers of ranges 
and kitchen cabinets. 


J. LEO CLEARY has been ap- 
pointed vice president and man- 
ager of builders sales for the Cook 
County Lumber company, Chicago. 


Companies Announce 


AMERICAN ROOF TRUSS COMPANY, 
Chicago, is establishing a new West 
coast office at Los Angeles. Wil- 
liam H. Waddington Jr., vice presi- 
dent, is in charge of the new office. 


Construction of the second and 
main unit of the JOHNS-MANVILLE 
RESEARCH CENTER near’ Bound 
Brook, N. J., has been started, it 
was announced by Dr. C. F. Rass- 
weiler, vice president for research 
and development. 


W. H. Hermsen, Former Western 
Retail Assn. President, Dies 


William H. Hermsen, 56, man- 
ager of the Builders’ Sapply com- 
pany, Baker, Ore., died Jan. 2. He 
had been with the company, for- 
merly the Shockley Lumber com- 
pany, since 1911. 

Mr. Hermsen was a 
president of the Western Retail 
Lumbermen’s . association and _ at 
the time of his death he was a méin- 
ber of the board of directors of the 
Eastern Oregon Federal Savings 
and Loan association. 


former 


0. B. Hadsell, Manager of 
Scott Lumber Branch, Dies 


Orion B. Hadsell, 53, manager of 
the Martin Ferry, Ohio, plant of 
the Scott Lumber company, died 
Dec. 3. He had been with the com- 
pany for 35 years. Among the sur- 
Vivors is his brother, C. H. Hadsell, 
president of the company. 


R. A. Wells, Lumberman, 
U.N. Consultant, Dies 


Ric hard A. Wells, 50, proprietor 
of the Idaho Lumber and Hard- 
ware company, Pocatello, Idaho, 
died ian. 6. He was a United States 
Consu'tant at the meeting of the 
Unite} Nations in -San Francisco. 
As president of Rotary Interna- 
“ional during the war, he toured 
sever:! European countries. 








| WANTED 
| DISTRIBUTORS 
| TO MARKET 


WONDER WINDOW 


Storm Sash & Screen 
Combination Unit 


Wonder Window is an established 
| product in New England, and has the 
| distinction of being the lowest-priced 
| Combination Storm Sash and Screen 
| available. 


| We are now prepared to expand our 
production to develop other areas 
and are looking for responsible con- 
cerns to act as distributors. 


Exclusive territory will be given to 
concerns who can stock our unit: re- | 
quired capital $5000.00. Concerns 
prepared to market to lumber yards 
or insulation, sidewall and roofing ap- 
plicators will receive preference. 


other manufacturers on royalty basis. 
For further information write, Dept. 


| | 
| Will also consider leasing patents to | 
| 
AL21. | 


WONDER WINDOW CO. | 
FITCHBURG, MASS. 
Phone 2943 











C IMMEDIATE DELIVERY @ 


HAINe 


BBB GRADE 


@ Made of open-hearth basic steel. 
Recommended for use where strength 
and durability are important requi- 
sites. 

@ 7/\6 Dia., 220 Ibs. per 100 feet 
. . . average breaking test pounds— 
12,500. Packed 600 Ibs. per barrel 
. + + @pprox. 270 feet per barrel. 

@ |8c per pound F.O.B. PHILA. 
Check or money order, sorry no 
Cc. 6. B.'s. 


%2” grab hooks to fit above, 


sje each — any quantity. 


THE SBAR co. 


1126 N. Delaware Ave., Phila. 25, Pa. 





LEMIEUX BROS., INC. 


FORESTERS--TIMBER ESTIMATORS 
APPRAISERS--CIVIL ENGINEERS 


610 Pere Marquette Bidg.. NEW ORIEARS., té 





MINER’S EDGER WITH SKF BALL BEARINGS 


Lightest running 


SPECIAL FEATURES 


Variable feed for light power, 


guide rail 
and spurs make STRAIGHT lumber, well 
balanced mandrel, now creosoted frame. IT 


CLEARS ITS COST IN 30 TO 60 DAYS 


MINER EDGER WORKS, Phone 1292, Meridian, Miss. 
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ADVERTISING 


PAYABLE IN ADVANCE 


Co must be in office of AMERICAN LUM- 
B N ten days prior to publication 
date. Rates are based on number of WORDS 
and consecutive insertions as shown below. 
Be sure to count address. For “blind’’ ad- 
dress care this publication count 5 words. 
Advertisements are set in uniform style, in 
proper classification, with first line in capitals, 
if so ordered. 

Extra lines of white space count as 5 words. 
Please specify CLASSIFICATION desired. 


8c per word for one insertion. 


7c per word, per insertion, for 2 consecutive 
insertions. 


6c per word, per insertion. fo: 3 to 5 consecu- 
tive insertions. 


Sc per word, per insertion, for 6 or more con- 
secutive insertions. 


MINIMUM CHARGE $1.60. 


When answering “blind’’ advertisements ad- 
dress number shown care of 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St.. Chicago 2, Illinois 








HELP WANTED 








Wanted Salesmen to sell Northern Minn. and 
Mich. lumber, both Softwoods & Hardwoods, 
on commission. Forest Products Co., N. W. 
Bank Bldg., Minneapolis, Mi 





BOOKKEEPER 


Progressive Retail Lumber and Millwork and 
Building Material Company wants to employ 
first class Accountant. Florida location, give 
history of employment and references. State 
age and salary expected. Address G-60 
American Lumberman, Inc. 





MILLWORK SUPERINTENDENT 


Want to employ experienced Millwork Super- 
intendent a can estimate and detail and 
bill. None but highly competent man need 
apply. Florida. Address G-61 American Lum- 
berman, Inc. 





YARD FOREMAN WANTED 
With lumber grading and dry kiln experi- 
ence. Old and well established midwestern 
firm. Address G-62 American Lumberman Inc. 





Wanted: Yard Superintendent 
Man not over fifty years old, capable of 
managing the Yard operations of a Retail 
Lumber Yard in the North-east section of 
Detroit, Michigan. Must have a_ thorough 
knowledge of the different kinds and grades 
of Lumber. and be able to supervise about 
thirty-five men in the unloading and loading 
of Lumber and Millwork. Give references 
and experience. Address: Fred J. Robinson 
Lumber Co., 11300 E. Eight Mile Road, De- 
troit 5, Michigan. 





Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work. 
union scale. Addess E-42, American Lumber- 
man. 





Wanted: Hardwood lumber inspector. Must 
be experienced and sober. Permanent job in 
Alabama. Good living conditions. Address 
H-31, American Lumberman, Inc. 
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HELP WANTED 


HELP WANTED 





SITUATIONS WANTED 





Wanted by large southern wholesaler experi- 
enced man acquainted with mills to take 
complete charge of buying and selling Yellow 
Pine. For producer will make attractive prope 
sition; salary and profit sharing basis. Ad- 
dress F-26, erican Lumberman, Inc. 





WANTED—DEPARTMENT HEAD 


We want a man to head « wholesale hard- 
wood department for an old established firm. 
His duties will include buying lumber to be 
processed in our own plant. He should also 
be equipped to handle some sales. To this 
man we offer a salary and a percentage of 
the profits. The man we want should be free 
to travel at least one week a month. He 
should be a man of good judgment and good 
habits, but need not necessarily be brilliant. 
The man we want should be experienced but 
still feel that he has something to learn. If 
you can qualify for this good opportunity, 
please write a letter stating these qualifica- 
tions and giving your experience in detail. 
All replies will be treated in confidence. Ad- 
dress G-66, American Lumberman, Inc. 





WANTED—SALES MANAGER 


Lumber and wood preserving organization, is 
seeking a capable sales manager with the 
ability to organize and manage sales activ- 
ities. A man definitely interested in an oppor- 
tunity to expand his responsibilities and earn- 
ing power is desired. Send full details of 
your qualifications to the Box Number shown 
below. Replies are strictly confidential. Ad- 
dress G-55, American Lumberman, Inc. 





WANTED COMBINATION HARDWOOD AND 

YELLOW PINE SALES MANAGER 
We are large wholesalers and desire a 
Sales Manager, thoroughly conversant with 
every phase of buying and selling Hardwood 
and Yellow Pine Lumber, located in large 
Southern city with a well established busi- 
ness. The man we want must have a con- 
sumer following and mill following and have 
a wonderful proposition for the proper party 
who can give us proper references. Address 
F-58, American Lumberman. 





Wanted: Manager for small well-established 
lumber yard in Chicago. An excellent oppor- 
tunity for a young, aggressive man. Salary 
and percentage of profits. Please give full 
details about yourself in letter. Address 
G-56 American Lumberman, Inc. 





EXPERIENCED LUMBER SALESMAN 
Well established Chicago company has open- 
ing for experienced producing salesman, 
catering to industrial trade in carload and 
truckload lots. Must be aggressive and have 
ability to handle sales by mail and personal 
call. Good proposition for right man and 
splendid opportunity for advancement. Address 
H-22, American Lumberman, Inc. 





Highly experienced man, preferably 30 to 40 
years for general sales and clerical work. 
Permanent position, excellent wages, and best 
working conditions. Selling experience neces- 
sary. drafting and _ estimating experience 
beneficial. An excellent opportunity to join 
one of the country’s — retail building 
material stores. ive all qualifications in 
detail. Whelan Lumber Company, Inc., To- 
peka, Kansas. 





GENERAL MANAGER WANTED 


Technically trained and experienced lumber- 
man wanted to manage woods and sawmill 
operation, including sales, in Lake States 
area. Sawmill is single band producing ap- 
proximately twenty million feet per year and 
own forest stand is selectively logged. Em- 
ploys around 450 men. Experienced in end- 
product manufacture desirable. State ex- 
perience and personal factors. Address H-45, 
American L' erman, Inc. 





WANTED: Planing mill superintendent-sales- 
man with thorough knowledge of mill detail. 
Must be able to estimate and bill, with full 
knowledge of cabinet work. Excellent oppor- 
tunity. Old established apany in tern 
_—— Address H-34, American Lumberman. 
nc. 
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Bookkeeper-typist. with knowledge of retail 
building materials. Ellenville Lumber Co., 
Ellenville, New York. 





Wanted: Aggressive manager for yard located 
in a rural community in central Illinois. Re- 
plies will be considered confidential. Address 


G-31, American Lumberman, Inc. 





Wanted competent Band Saw Filer for mill 
in Mexico. Unusual <epeneany. excellent poy: 
2 months vacation per year, house furnished, 
all expenses paid. Address H-41, American 
Lumberman, Inc. 





WANTED—Good retail yard managers. Also 
assistants. Good Iowa and _ Illinois points. 
Good pay with profit sharing. Advise ex- 
erience and salary requirements. Address 
F-44, American Lumberman, Inc. 





Young man with some experience as assistant 
manager and accountant of retail lumber and 
coal company. with a view of management 
soon as possible. Splendid opportunity for 
right man. Address F-23, American Lumber- 
man, Inc. 


SITUATIONS WANTED 
=— —— a 
Sawmill Man. Practical, thoroughly compe- 
tent, middle aged. Lifetime experience in 
south and west as superintendent of manu- 
facture, maintenance and mill construction. 
Large and small mills. Can handle labor. 
Would be especially interested in planning 
building and operating mill. Will go any- 
where. Available on short notice. Address 
G-46, American Lumberman, Inc. 











Millwork Estimator, salesman. detailer and 
biller, familiar with cost book A. Years of 
experience, capable taking charge of plant, 
familiar with occasional furniture and store 
fixtures. Also modern manufacturing methods. 
Now employed. Available soon. Address H-38, 
American Lumberman, Inc. 





Senior Lumber Salesman would like connec- 
tion with reliable firm in lumber sales or 
purchasing. Hardwoods or Softwoods. Ad- 
dress G-44, American Lumberman. 


CHICAGO RETAIL LUMBERMAN 


Desires to contact a progressive lumber con- 
cern who can use a man of his experience 
and ability. Twenty-five years’ experience. 
Last position as yard superintendent of large 
modem yard. Previously manager of two 
different yards. Thoroughly familiar with all 
hases of large or small yard operations. 

ould like similar position, or what have 
you to offer? The very best of references. 
Available immediately. Address H-27, Ameri- 
can Lumberman, Inc. 








Young man, fifteen years’ experience in lum- 
ber business, starting in sawmill and ranging 
through sales, both wholesale and retail. Ac- 
countant, Timekeeper, ice Manager, Mar- 
ried. Honest, sober, reliable, excellent ref- 
erences. Now employed but desire change. 
Will consider position with reliable concern 
in any of above capacities. Address H-29, 
American Lumberman, Inc. 





Experienced Lumberman. Twenty years in the 
hardwood industry wishes buying or selling 
osition with well rated mid-western firm. 
ddress H-33, American Lumberman, Inc. 





DRAFTSMAN detailing and piece —_ ¢ spe- 
cial millwork, cabinets and fixtures, al — 
of building. years’ experience machine 
bench layout, foreman, superintendent. Pre- 
fer middlewest. Address H-36, American Lum- 
berman, Inc. 





DOES YOUR FIRM 


Offer good future opportunity for a man with 
twenty years’ experience in estimating, draft- 
ing, sales, purchasing and accounting? If 
you are aggressive and progressive and need 
a ca le, conscientious man for any re- 
sponsible position in the building material 
field, let me hear from you. Address H-40, 
American Lumberman, Inc. 





Retail Lumberman: Can estimate materials, 
draw complete house plans, write specifica- 
tions, bookkeeping and retail sales experi- 
ence, desire location in Illinois if possible. 
Address H-42, American Lumberman, Inc. 





Retail Lumberman: Qualified to assist owner, 
manage yard, direct sales. Desires associa- 
tion yard preferably North Atlantic States. 
Excellent refer ddress H-43, American 
Lumberman, Inc. 











An experienced lumberman in all branches 
wishes to establish connections with Mill or 
Wholesale Firm to sell softwood lumber on g 
commission basis for the Southern East Coas; 
of Florida including Miami. Write Arthur I, 
Chamberlin, 407 N.W. 45th Street, Miami, Fig, 


ee 


Want position as manager millwork manufac. 
turing or jobbing business. Write E-48, Amer. 
ican Lumberman. 








ees 


POSITION WANTED 
Manager or Assistant—30 years experience 
retail lumber, millwork and construction. Age 
52. Married. Can go anywhere. Address 
G-35, American Lumberman, Inc. 





WANTED to represent manufacturer or whole- 
saler of West Coast species and Westem 
Pines. Commission bdsis only. No drawing 
account necessary. Would. invest some capi- 
tal if desired. Have a large number of dis- 
count volume customers in Pennsylvania and 
adjacent territory. Have been selling these 
same accounts for more than twenty years. 
Experienced in the sale and easing of 
Yellow Pine and Hardwoods. rite G-59 
American Lumberman, Inc. 





WANTED Connection with manufacturer desir- 
ing Eastern representative or salesman. Draw- 
ing account and commission. Own car. Have 
wide traveling and sales experience in East. 
—- Box No. H-23, American Lumberman, 
nc. 





Position Wanted 
Salesman with large following among dealers, 
architects and contractors in Upstate New 
York and part of New England desires to 
make a change. Confident he is in position to 
substantially increase your sales. With pres- 
ent connections several years. but for very 
ood reasons a change is desirable. Address 
-24, American Lumberman, Inc. 





Millwork Estimator. Accountant, Office Man- 
ager, now located Pennsylvania, seeks posi- 
tion greater opportunity. Address H-37, Ameri- 
can Lumberman, Inc. 


LUMBER & DIMENSION WANTED 


LUMBER WANTED—Direct from saw _ amills, 
Cut or random sizes for prefabricated hous- 
ing. Will pay cash for any amount for im- 
mediate and future delivery to Philadelphia, 
Pa. Can use 100,000 ft. daily. Contract for 
your entire output. Write Century Prefabricat- 
ing Corp., Box 43, Haddon Heights, N. J. 

















WANTED TO BUY 


SQUARES—E.D. Clears—Pine and Spruce. 
SHORTS — K.D. Clears — Pine, Fir, Spruce, 


Cedar. 
CUT STOCK—Dry Clears—Pine, Fire, Spruce, 


Cedar. 

CORE STOCK—Pine, Spruce, Cedar. 
DOWELS—Hardwood and Softwood. 
GLUED-UP—Shorts—Pine, Fir, Spruce. 
STAINED SHOP—Pine. 

Carload or LCL—Will furnish cutting orders to 
suit. ROLLIN S. CROW, 20 N. Wacker Drive, 
Chicago 6, Ill. 





——— 


10 cars a month of 6’, 7’ or 8’ new or used 
hardwood stacking sticks. E. J. Gaiennie, 
Shreveport, La. 


— 





LUMBER WANTED 

Place cutting orders Mixed Oak, five by 
twelve & five & half by twelve. Six ft. four, 
seven ft. eight and sixteen ft. lengths. Select- 
ed Car Stock grade. Sixty to Ninety days 
delivery. Inspection at time of shipment. Also 
several carloads 4/4 No. 2-Com. Bassw 
and/or Poplar Straight or mixed cars, dry oF 
green. Advise what you can furnish. Prices 
will be sent on request. Blair V. Welsh, Long: 
Maryland. 


— 





Retail yard 25 years in business wants solt- 
wood lumber, yellow Pine, Ponderosa. Fit, 
White Pine, Hemlock. green or dry. sm 
or large mill stock. Niagara Lumber Com- 
pany. Saginaw. Michigan. 


— 





Eastern manufacturer needs kiln dried Pon- 
derosa Pine. Shop and better 4/4 5/1 6/4 
8/4. Will pay reasonable increase over market 
for Sage shipments. Also need mouldin 
and fir doors on same basis. Address H-2). 
American Lumberman, Inc. 


February 1, 1947, AMERICAN LUMBERMAN & 


Ney: 





